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FAST 
SILK SCREEN 


SWINDON SIGNCRAFT LTD. 


Swindon 32782 


Scottish agents 
and national 


accounts 
Sm,—I must take exception to 
the fatuous remarks of the 


anonymous Scottish advertising 
agent quoted in your last week's 
Newsletter from Scotland. This 
agent has not paused to consider 
how very few Scottish advertisers 
have been enticed south for their 
agency service. 

As secretary of the Scottish 
Branch of the Institute of Practi- 
tioners in Advertising, | speak 
with knowledge o Scottish 
agencies and their staffs, and | 
must insist that Scottish adver- 
tisers do not, and have never 
wandered to London because of 
inadequate creative facilities in 
Scottish agencies. 


These accounts undoubtedly 
went south for perfectly solid 
reasons, either because their 


headquarters moved to London 
or because of a shift in financial 
holding and not because of good, 
bad or indifferent agency service. 

The average well-organised 
Glasgow or Edinburgh agent 
offers clients a really excellent 
creative service and the staffs em- 
ployed differ in no way from 
their opposite numbers in Man- 
chester, Birmingham or New- 
castle. As for their abilities to 
handle national appropriations 
with efficiency and economy, | 
must emphasise that membership 
of the Institute guarantees this 
ability, whether the member 
operates in the provinces, Scot- 
land or even London. 

Lack of floating labour, we in 
Scotland must concede. There is 
a shortage of trained intelligent 
ad men ambling along Sauchie- 
hall Street or Princes Street, but 
surely this is also true of the 
whole country. It is fascinating 
to read of the antics of a quite 
small number of creative per- 
sonnel capering from one London 
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To The Editor .. 


agency to another for greater and 
ever greater remuneration. 

1 can naturally only speak for 
members of the Institute in Scot- 
land but these agents at least 
have taken a great deal of trouble 
since the war to build creative 
departments worthy of the name. 
They are naturally proud of their 


personnel while perfectly well 
admitting the obvious labour 
shortage. 

Finally, and speaking only 


from personal experience of 
my own agency, there has been 
in the last few years what | might 
call a_ drift north. Several 
national advertisers with consi- 
derable acumen have approved a 
separate appropriation for Scot- 
land and these appropriations are 
now being handled with excel- 
lent results. 

N. McGrecor THOMSON 
McInnes Thomson 
Advertising Ltd., 
Glasgow, C.1. 


Urgent need for 
direct mail 


survey 


Sin,—When is a fact a fact? 
I note with interest the varia- 
tion in the facts so authoritatively 
stated by your contributors on the 
subject of medical mailings. 

The people who claim the 
higher figures are the people who 
should know. The writer of the 
original article was an advertiser : 
N. B. Clayton's survey mentioned 
six mailings to doctors per day ; 
A. C. Nicholls, whose company 
specialises in medical mailings, 


THIS WEEK 
Commercial Spotlight, by Teletaster 
—page 38. 


NEXT WEEK 
Sunday Press Survey 


put it at six-seven daily, and my 
own doctor says he receives 20 
or 30 every week 

On the lower side we have a 
doctor whose experience suggests 
“about 15 a week” plus T. W. M 
Bartholomew who states as a 
“fact” that the average doctor 
receives only two mailings a day 

If a fact is established by 
evidence, the verdict seems to be 
in favour of Mr. Nicholls and 
Mr. Clayton, but this conflict of 
opinion shows the urgem need 
for the Survey of Direct Mail 
which the BDMAA has under 
consideration If more adver- 
tisers and agents will join the 


association and support this pro- 
ject we may get “facts” which are 
facts. 
Ross HOLLAND, 
Membership secretary. 
British Direct Mail 
Advertising Association. 


‘Waste’ charge 
is untrue 


Sir, — There seem to be as 
many opinions about the number 
of mailings a doctor receives as 
there are interested parties. 
Whilst congratulating the author 
of the original article in stimulat- 
ing thought, I consider it unfor- 
tunate that A. Nicholls should 
have advanced the very question- 
able figure of seven or eight phar- 
maceutical mailings a day to 
NHS doctors. 

Medical men are the targets for 
a considerable volume of direct 
mail advertising. The inference 
which could be drawn from Mr. 
Nicholls’s statement is that 
doctors receive so much material 
that mailings to them are largely 
a waste of time. This we know to 
be untrue, but advertisers new to 
the business may well be deterred 
from mailing to the medical pro- 
fession by this erroneous idea. 

Having studied frequency of 
mailings over several years, | 
whole-heartedly support the state- 
ment of T. W. M. Bartholomew 
that the ordinary doctor receives 
an average of two mailings a day. 
1 would go further and say that 
National Health Service doctors 
and consultants receive about two 
or three items a day, and the 
25,000-odd other doctors rather 
less. This, as it happens, agrees 
with the view of the NHS doctor 
m your latest issue. 

J. S. Nerrer, 
Managing director. 
British and International 
Addressing Ltd., 
London, N.W.1 


40 a week 


Sir,—The number of circulars 
1 received from drug manufac- 
turers was exactly 40 last week 
These helped to fill my waste- 
paper basket. Enclosed post- 
cards requesting samples were 
thrown into the fire. Two firms 
sent samples which I had to 


destroy. 

These circulars have become a 
nuisance. Why do the drug houses 
not advertise now? 

JAMES BURNET, 
Director 
Edinburgh 


Medical Review, 
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Different light 


Sir,—It would now appear that 
we are looking at certain facts 
from an entirely different view- 
point. I must confess that I 
interpreted the original article to 
imply that each doctor receives 
between seven and ten complete 
mailing shots per day, instead of 
some seven to ten pieces of litera- 
ture, and my _ costings and 
estimates were computed on that 
basis. 

As the average mailing shot 
consists possibly of a letter, 
brochure or leaflet and reply 
card, this would reduce of course 
the number of actual mailings 
considerably, and the two groups 
of figures become more recon- 
ciled. 

R. F. But. 
Managing director. 
Smith, Dalby-Welch Ltd.. 


London, E.C.1. 

Last word 
Sin,—The figures of N. B. 
Clayton (November 18), who 
appears to be impartial. are 


“approximately seven per postal 
day” for October and “six per 
postal day” on a year’s average. 
These fully confirm the figures in 
your article and, so far as I am 
concerned, clinch the matter. 
W. E. TINSLEY. 
Tantallon Road, 
Balham, S.W.12. 
[This correspondence is now 
closed. Eprror.} 


Books in Denmark 


The exhibition of some 1,500 
British books given by members 
of the Publishers’ Association for 
display by the British Council at 
the British Trade Fair in Copen 
hagen was seen by more than 
350,000 people. About £300 
worth of orders were taken and 
distributed through the Danish 
Book Import Union, the book- 
sellers nominated by the pur- 
chasers. 
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Always the first in the foreign advertising field, countries where we now represent leading news- 
Albert Milhado has already booked his seat on papers and journals, Albert Milhado will also 
the first Inter-planetary Space Ship to the be the first to obtain sole representation of the 


Moon. There is no doubt that, as in all leading media on the Moon. 


For foreign advertising (abroad and the Moon) the Milhado Organisation 
is always at your disposal. 


ALBERT MILHADO & CO LTD 


140 Cromwell Road, London, S.W.7 Telephone : Fremantle 8592/3 (5 lines) 
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Another Demachy drawing from those 
appearing in WOMAN AND BEAUTY! 


Advertisement Director, The Amalgamated Press Ltd 


Woman and Beauty 


hacks its advertisers 


brilliant array 


talented contributors 


Picture your advertisement in this favourable 
setting. Supported by fashion news and forecasts 
from London, Paris and New York! Eagerly scanned 
and read by women keenly interested in dress 
and beauty | For over 25 vears, WOMAN AND BRAUTY 
has served the interests o! the fashion 
advertiser. by serving the interests of the 
smarter woman. Its advertisements bring 
women to the shops to buy the goods ; not only 


to buy them, but fo ask for them by name. 


WOMAN and 


y | T 


A j 


Britain's leading Fashion and Beauty magazine 


MONTHLY - PAGE RATE {1% 


The Fleet way House, London, E.C.4. Centra! 8080 
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AA’s fight 
with critics 
applauded 


ORMAN MOORE, retiring 
president of the Advertising 
Association, who was presented 
with the Mackintosh Medal at the 
Association’s annual dinner on 
Tuesday, expressed pride in the 
Association on three counts: 

@ Its work for education in 
advertising ; 

@lts value as a_ central 
body where members could 
discuss their problems ; and 

@lts stand against the 
critics of advertising. 

He told his audience of about 
1,000 at Grosvenor House that 
the young 
people in ad- 
vertising 
would profit 
by the lec- 
tures and in- 
Struction 
which the 
Association 
gave. He was 
proud that 
the Associa- 
tion was 
such an har- 
monious 
body, and he 
was proud of the stand that the 
Association had made against 
the restrictive criticisms, argu- 
ments, and doubts expressed about 
advertising Advertising was 
now accepted by the ordinary 
man and woman as an essential 
part of the life blood of trade, 
and the Association had been in 
the forefront of that achieve- 
ment. 

“I have had two very happy 
years in this chair,” said Mr. 
Moore, “and I am delighted to 


Lord Luke 


AA’s new officers—page 7 


hand over to Lord Luke, a man 
who understands advertising.” 
Lord Luke, who presided, 
claimed that the great industry 
of advertising was both a science 
and an art. There was an indivi- 


@ Continued on page 62 
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Lord Mackintosh presents the Mackintos!) Medal to Normes Moore. 


‘MANY FRIENDS _— NO ENEMIES’ 


iC and BETRO 


Lord Mackintosh read the following 
citation to Norman Moore: 

Throughout the 28 years he has 
spent in advertising, Norman 
Moore has been closely and con- 
structively identified with its 
development and welfare 

Marked out early for high place 
he mounted quickly to the board 
of S. H. Benson Ltd. He has been 
a member of the council of the 
Advertising Association con- 
tinuously for 22 years and has 
served on many committees. For 
13 years, from 1940 to 1953, he 
held the office of honorary 
treasurer. In 1953 he was elected 


president, and was re-elected for 
a second term in 1954, during 
which year he was also elected 


president of NABS. 

From 1940 to 1945 he was president 
of the Institute of Practitioners in 
Advertising, the longest term ever 
served by a president since the 
Institute's foundation. 

During the war he served on the late 
Lord Ashfield’s Committee, which 
advised HM Ministers on pub- 
lic relations, and during the 
post-war years he was one of the 
promoters and founders of 
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New agents named 


New agents have been ap- 
pointed this week for the Bass 
Group of companies, James 
Kei & Son Ltd. and Ff 
Lazenby & Son Ltd. And part 
of the Austin Motor Co., Ltd 
account, at present handled by 
S. H. Benson Ltd., is also on the 


he Bass account has moved 


Kemsley explains 


developments : 


‘Strengthening 
the group’ 


Lord Kemsley, chairman of 
Kemsley Newspapers Lid., told 
his stockholders this week that 
the recent developments in which 
the group has been involved 
“will enable us to face the in- 
creasing competition and sterner 
economic conditions of the future 
with greater confidence and 
security.” 


He described them as a 
“streamlining of the company's 
resources.” 


‘News Chronicle’ surprise 


The Daily News Ltd. last week 
end surprised Fleet Street by 
buying the title and goodwill of 
the Daily Dispatch, for incor- 
poration in the Northern editions 
of the News Chronicle with effect 
from Monday 


Lord Kemsley regretted that 
under present circumstances “a 
newspaper of the character of 


@ Continued on page 82 


for Bass. Keiller 


to Masius & Fergusson Ltd., and 


G. Street & ( Ltd. have been 
appointed to act for James 
Keiller and E. Lazenby, the pre 


served food concerns 
New agents were expected to 
be appointed late this week to 
handle Austin car advertising, but 
S. H. Benson will probably retain 
the commercial vehicle part. 
4 


Congratulations ! 
way this month 
meet a tall, 
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happily ever after until 


You're really in luck's 
Female Sagittarians will 
dark stranger who 


Tall, dark, male and single Sagittarians wil! for once, 
female. Both sorts (and 
ably notice that never once in this column | 
have we mentioned that beastly word—SEX) 
Capricornus comes along to 


THE ADVERTISING MAN’S GUIDE TO ASTROLOGY 
>= Sagittarius Scores a Bull 


(November 22 - December 21) 


possibly 


put an end to all their skylarking. af. 


A typical example of your luck is the » AP 
fect that you are reading the one - 
advertisement in this whole edition 
with enough grace and friendliness 
to inform you that Public Service 
with a circulation of i m 
and « rate of only 11/24. per 
will live | thousand, is s very good buy. 
Aren't you the lucky one? 


PUBLIC SERVICE 


Reginald Harris Publications Lid., 3, Stanhope Row, Mayfair, W.1 
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ADVERTISING—PATRON OF ART 


Important to culture, says George 


Plante at exhibition opening 


Representative of the work in advertising by British artists 
during the past 50 years, the Art in British Advertising Exhibi- 
tion, organised by the Advertising Creative Circle and spon- 
sored by “The Times,” was opened on Monday night by Sir 
David Eccles, Minister of Education, at the RBA Galleries, 


The cover of a new folder for 


Country Life,” printed offset in 
three colours. It lists the advantages 
of the journal as a medium for 
selling domestic goods and services. 
Theme of the folder is linked to the 
stale advertisement pages of 
Country Life,’ where 15,000 
woperties are advertised every year. 
lt points out that every property 
uurchase made through “Country 
Life means a new market for 
domestic advertisers in the paper 
The folder, which has eight pages 
has been despatched by Stuart 
Mander, advertisement director of 
George Newnes Lid., to advertisers 
and agents throughout the country. 


Suffolk Street, W.1. 

Sir David said that he thought 
the exhibition was “very timely.” 
Every now and again he had 
heard it said that advertising was 
in bad taste and not for the good 
of the country, and he did not 
believe this was true. 

In the future, when colour tele- 
vision arrived, he believed it 
would do the same for the visual! 
arts that radio had done for 
music. It was therefore essential 
that commerce should establish 
a working relationship with the 
best artists. 

“In 25 years’ time it will be 
difficult to sell an ugly object 
provided business people and the 
artists keep together,” he said 

George Plante, presidem of the 
Advertising Creative Circle, said 
that the Circle was comprised of 
a group of men and women who 
were directly concerned with ad- 
vertising and that its membership 

was limited to 100. 

He defined the aims of the 
Circle as to encourage the 


A-R change sector timings 
10 minutes more peak time 


Associated-Rediffusion Ltd. have 
readjusted the timing of their 
sectors of commercial televi- 
sion transmissions. There is to 
be no increase in the rates 
themselves “in spite of the con- 
tinuing steady growth in the 
week-day audience,” say the 
contractors. 

The changes will apply from 
December 1 until March 31. 
Time-sectors will be graded as 

follows : 

Basic time (£650 per minute): 
7.25-7.55 p.m.; 10.05-10.35 p.m. 

Peak time (£975 per minute) : 
7.55-10.05 p.m. 

Off time (£325 per minute): 
4.30-6 p.m.; 7-7.25 p.m.; 10.35- 
Il p.m. 

Proving time (£195 per 
minute): 11 a.m.-12.30 p.m. 
This extends the peak time by " 
minutes, as it was f 

p.m. to 10 p.m. 

“Ratings will be constantly 
studied,” say A-R, “and further 
modifications will be made as 
mecessary week by week to 
ensure to advertisers a consis- 
tent audience figure commen- 
surate with the rate charged.” 

This, an A-R spokesman said this 
week, means that the changed 
timings are by no means per- 
manent, and may be further 
readjusted in the light of subse- 
quent investigations and 
research. 


What A-R describe as their most 
ambitious advertising feature 
yet will be screened on Thurs- 
day, December 1, at 7.15 p.m. 

It will be called “Dear Santa,” 
and will last 15 minutes. Each 
advertised product in the fea- 
ture will be shown in its own 
separate setting. 

Seven settings have been designed 
by Kenneth Carey. No adver- 
tisers have yet been named. 


The winnine display in a com 

Petition reanised by Mars Lid 

Produced by | D Ciarke a 

Southend-on-Sea confectioner it 

earned for him the Mars Challenge 
Cup for 1955 and £21 


highest standard of creative skill 
in advertising extend the 
influence and opportunity of ad 
vertising writers and artists; to 
further the proper selection and 
training of creative personne 
and to provide regular occasions 
for the interchange of ideas 
among its members and others 

It was proposed a little more 
than a year ago, he said, that an 
exhibition should be held, and a 
committee consisting of Jack 
Beddington, Lindley Abbatt and 
himself was formed 


* Get things done ’ 

“The advantage of such a small 
committee is that you can get 
agreement and get things done 
fast. We agreed immediately that 
an exhibition of this kind was 
worth doing and that it should 
be done on a really comprehen 
sive scale 

“We thought that it was well 
worth bringing to the public's 
attention the important part that 
creative advertising is playing in 
the cultural history of our time 
as a patron of art and as a means 
of popularising art on the widest 
possible scale.” 

Mr. Plante paid tribute to 7/ 


Times and to George Pope, the 
paper's assistant general manage 
a founder member of the Circle 
“I invited him to lunch and told 
him about our need for money t 
produce this exhibition. This is 
the result,” he said 


Gavin Astor spoke on behalf 
of the Times Publishing Co. He 


d that the exhibition was a re 
minder to the public of the , 
sart advertising was playing t 
day in the world at large. Pic 
torial advertisements were “the art 


galleries of the people,” although 
few people realised the high stan 


dard of work displayed 


- 
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Sales promotion 
link with US 


At a ti in Lond 
between R. L “Robinson, a 
member of the board of man- 
agement of the Sales Promo- 
tion Executive Association of 
America, and Norman Phil- 
lips, president, and Eric N. 
Burleton, chairman of the 
British Sales Promotion Asso- 
ciation, it was decided that 
these two Associations should 
link up for an exchange of 
views, ideas and information 
for the benefit of their mem- 
bers. 

Full details of the proposed 
affiliation will be announced 
in the near future. 


10,000 fashion 
buyers at Fair 


Nearly 10,000 home and over 
seas buyers attended the National 
Fashion Fair, held at the Royal 
Albert Hall last week 

Forty-eight makers-up and 
wholesale fashion houses 
exhibited 14,000 off-the-peg spring 
and summer garments 

It was the sixth trade fair pro 
moted by the National Trade 
Press this year. The sponsoring 
magazine, Fashions and Fabrics 
published a daily newspaper 
which was given to all Fair 
visitors 

The exhibition department ot 
NTP is now preparing for three 
fairs in three successive weeks 
at the Royal Albert Hall. They 
are the National Nylon Fair (in 
collaboration with British Nylon 
Spinners Ltd.), February 6 to 
10: the National Men’s Trade 
Fair, February 13 to 17; and the 
Household Textiles and Soft 
Furnishing Fair, February 23 to 
> 


Half the stand space at the 
Nylon Fair was sold within a 
fortnight of announcing the date 
say NTP. Stand space at the 
other two February promotions 
was fully booked eight months in 
advance of the opening days 


‘We keep the artists occupied’ 


How advertising is becoming to 
an increasing extent the new 
patron of the arts was the theme 
of a speech by Lt.-Col. Alan M 
Wilkinson, president, Institute of 
Practitioners in Advertising. to a 
luncheon meeting of the Public: ty 
Club of Newcastle upon Tyne 
last week 

He said that in the old days 
there had been enough men of a 
wealth and taste in the world to 
keep at least some artists alive 
and working. To-day there were 
very few 

Their mantle has fallen to a 
great extent on the big industrial 
organisations of the world, in 
most cases working at the in- 
stance of and through the 


medium of their advertising 
agents.” 

He suggested that if one looked 
through the newspapers and 
magazines and glanced at the 
hoardings, one would see much 
work that was informative, in 
teresting and entertaining, and 
very little that was dull, crude or 
unworthy. 

Previously, Col Wilkinson 
had described the history, mem 
bership, qualifications and stan 
dards of the Institute, and had 
outlined its work in research 
public relations, legal matters, its 
employment register, educational! 
department, negotiating machin 
ery and influence on commercial! 
television. 
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R. D. L. Dutton 


Alan Whitworth 


H. Berkeley Hollyer 
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W. T. Shepherd 


W. J. Leaper 


H. B. Elders 


ADVERTISER'S WEEAKT 


Frank Hayes 


Agency men to speak at two-day newspaper 


ad conference 


ONE DAY EACH FOR DISPLAY, 
CLASSIFIED SESSIONS 


The West Midlands Newspaper Advertisement Executives 
Association has announced the full programme for the fourth 
Newspaper Advertising Conference. 


The latest Tootal Christmas poster 
C Tom Eckersley which is now on 
the hoardings of the London U nder- 
ground, It is in a light frame, with 

white-and-green background, 
multi-coloured ties and brown socks. 
1 agents are W. S. Crawford 

Lid. 


Odhams acquire 


S. African group 


Odhams Press’ Ltd have 
acquired the whole of the share 
capital of United Trade Press 
(South Africa) (Pty.) Ltd. a 
leading trade and technical pub- 
lishing company in Southern 
Africa. Among its publications 
are SA Shipping News and Fish 
ing Industry Review, SA Garage 
and Motor Engineer, Food Indus- 
South Africa, SA Insur 
ance Magazine, SA Advertising 
ind Selling 

Cyril Watling. who is manag 
ng director of the United Trade 
Press (South Africa) Pty., Ltd. 
has been appointed to the same 
position under the new owners 


tries of 


IPR meeting 


The annual general meeting of 
the Institute of Public Relations 
to be held in the Council Cham 
ber of the British Dental Associa- 
tion, 13 Hill Street, London, W.1 
at 2.30 p.m. to-day (Friday), will 
be followed by a cocktail party 
for members at Management 
House, Hill Street, at 6 p.m 


The business sessions of the Co 
Leamington Spa on Tuesday and W 
The first day will be devor 


and 22. 
and the second to classifieds 

This will be the first time 
display advertising has been dis- 
cussed at one of these Confer 
ences, which were previously of 
only one day, confined to classi 
fied advertising 

The Conference will be held at 
the Town Hall, Leamington Spa 
where, says convenor L. J 
Stallard (Wolverhampton Express 
and Star), there will be unlimited 
accommodation. 

Speakers on display advertising 
will be two agency men, R. D. L. 
Dutton (London Press Exchange 
Ltd.) and Leslie E. Bird (Service 
Advertising Ltd.), Alan Whit- 
worth, director of the Incor- 
porated Society of British Adver- 
tisers, and H. Berkeley Hollyer. 
publicity officer of Torquay Cor- 
poration. 

On the second day, the 
speakers at the classified session 
will be W. T. Shepherd (The 
Citizen, Gloucester), W. J. Leaper 
(Solus Outdoor Advertising Ltd.), 


H. B. Elders (Darlington and 
Stockton Times), Frank Hayes 
and N. Courtman Davis (Man 
chester Evening News), and 


Harry Bjurstrom, of Stockholm 


There will be two social events 
a welcome cocktail party on the 
Monday night before the con 
ference opens, given at the 
Regent Hotel, by the Leamington 
Spa Courier, and a cocktail party 
given by the West Midland News 
paper Society on the Tuesday 
evening 

The opening ceremony will be 
performed by the president of 
the Newspaper Society, Malcolm 
Graham 

Registration fee for each dele 
gate is One guinea, irrespective of 
whether the delegate attends one 
or both sessions. Requests for 
application forms and brochures 
should be made to Mr. Stallard 


ence will be held in 
dnesday, February 21 
to display advertising 


Fu ‘rogramme for the con 


‘DISPLAY SESSION 
fwesday, February 21 


10. “\ me by His Worship 
the M fl mington Spa 
10.35: Official opening by the 


p Newspaper Socicty 
M ( han 

10.4 1.30: KR D. I Dutton 
Lor I Exchange) What 
Ag d to know about the 
P Pres 

11.35 -12.20: Les E. Bird (Ser 
vice A ng Lid.) An Agency 
’ the Advertisement 
Fx ' 

2M 4.15; Alan Whitworth 
ISB Possible Trends of Futur 
\p mS 

3.20 4.5: H. Berkeley Hollyer 
P ifficer Torquay Cor 
OF Resort Press Advert 

4.15 4.45: Gencral questions to 
x S kers’ Panel 

CLASSIFIED SESSION 
Wednesday, February 22 

10.15 10.45: W Tr. Shepherd 
Th en Gloucester) Thx 
Ore m of New ‘Smalls 
D 

10.50. 11.35: Ww J Leaper 
(So Outdoor Advertising) T he 
Lee Aspect of Classified Advertis 

11.40--12.20: Harry Byjurstrom 


d f Dagens Nyheter and 
Expre n, Stockholm, on “ Class 
hed Ad sng gn Swed News 
aT | 

2.15—2.45: H. B. Elders (Darling 

n a Stockton Times) “Ad- 
. of Classifieds on a 
W kly Paper 

2.50-3.30 : Frank Hayes and 
Cou Davies (Manchester Even- 
ing News) Establishing and Pro- 
moting a Telephone Canvass 

3.30345: Questions to th 
Par 

4.0: Conference closes 

Each business session will be fol 

wed by fiv mint . qucstion 

, xcept Mr. Byjurstrom’s ad 
dress. when 10 minutes questions 
will be allowed 


ISBA looking for 
new offices 


Because of its “steady 
growth in membership and 
the extent of the activities in 
which the Society is now 
engaged,” the Incorporated 
Society of British Advertisers 
is looking for larger offices. 

In its current news-sheet, the 
Society is appealing to mem- 
bers for assistance in finding 
accommodation with about 
1.200 to 1,500 sq. ft. “in 
premises in keeping with the 
status of the Society” and 
within easy reach of the West 
End. 


ISMA resuming 
week-end 
courses 


Starting in January, the Incor 
por ited Sales Managers’ Associa 
week-end 


thon ts to resume its 


courses The Association's last 
course was held m 1953 
The first of the new courses 


will be held from Friday to Mon 
day, January 6 to 9, at St. Peter's 
Hall, Oxford, followed by further 
courses starting on February 17, 
March 9 and March 23 at Ash 
ridge College, Berkhamsted. All 
four courses will be on the theme 
of How to Adapt the Sales 
Policy to Market Requirements.” 

The courses are primarily de- 
signed to take students through 
the stages of formulating a sales 


policy and showing how that 


policy can be implemented 
Students will be able to discuss 
practical sale problems and 
tackle pract cal exercises In 
struction will be given by leading 


members of the Association 

Numbers on each course will 
be limited to not more than 32 
students Inclusive fee will be 
£S Ss 


All-the-year posters 
Brit 


resort 


h Railways are to display 

posters throughout the year 
instead of during the summer 
months only. They have notified 
Southend Corporation publicity 
committee of this decision 
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BUILDING DEVELOPMENTS BY PUBLISHING HOUSES 


Minister opens 
Tothill Press 


extension 


The formal opening was per- 
formed on Monday by Mr. John 
Boyd-Carpenter, MP, Minister of 
Transport and Civil Aviation, of 
the new extension to the build- 
ing housing Tothill Press Ltd. 

The company owns and pub- 
lishes 18 technical journals and 
directories, including The Railway 
Gazette, Shipbuilding & Shipping 
Record, Industrial Chemist, New 
Commonwealth, and also its 
latest productions, the two con- 
trolled circulation papers, Indus 
trial Equipment News and Bui/d- 
ing Equipment News. 

A. C. Duncan, chairman of 
Tothill Press Ltd., welcomed the 
Minister, who was introduced t 
George Rollason, deputy chair 
man, W. Surrey Dane and Geor 
Duncan, directors of the com- 
pany, as well as to Sir Norm 
Kipping (director, Federation of 
British Industries), Sir Stuart 
Mallinson (chairman of Wm 
Mallinson & Sons Ltd.), V. P 
Vickerman (managing director of 
Holland & Hannen and Cubitts 
Lid.) and Wilfred Yates (senior 
partner of Yates, Cook & Darby) 
shire, the architects to the build- 
ing). 


Best in world 


The Minister expressed his ap 
preciation of the work which was 
being done by the technical press 
of this country, which, he said, 
was one of the things which we 
did better in Great Britain than 
anywhere else in the world 

He said that he was sure the 
new offices would enable the 
work of Tothill Press to be 
carried out in better surroundings 
and in greater comfort a 
development which he welcomed 
on behalf of trade and industry 
and on his own behalf. 

Built on the site of Caxton's 
first press in this country, the new 
building, representing an expan- 
sion of 150 per cent on the old, 
is contemporary in style and 
occupies the greater length of 
Dean Farrar Street, which it faces, 
while forming an extension to the 
original building in Tothiil Street. 

The building is of six floors. 

After the opening, the Minister 
was the principal guest at a lun- 
cheon at the Savoy Hotel at 
which Mr. Duncan presided. 


Brig. Nigel Dugdale 

Brig. Nigel Dugdale, the direc- 
tor of public relations at the War 
Office, and author of the booklet 
“Trust and Tell the Press,” who 
died following a bathing accident 
in Weymouth Bay in September, 
left £66441 Ss. 9d. gross, 
£57,775 Ss. Sd. net value. Duty 
paid was £12,685. 


The Minister of Transport (second 
from left) with Ul. to r.) B. c. 
Cooke (managing director of Tothill 


Press Lid.), A. Duncan (chair- 
man) and Gregory Rollason (deputy 
chairman). 


Seed in farmers’ 


mailing shot 


Three tons of wheat, oats and 
arley seed was used last week 
n a direct mail shot to farmers 

every county in the United 
Kingdom. It is described as the 

st amb:tious mailing shot 
ever attempted by any British 
seeds specialists,” by the adver- 
ers, Nickersons 

4 three-fold leaflet was 
iesiened fitted with pockets in 
hich were inserted 10-gram plas- 

packs of three varieties of 
sced. A business reply card was 
enclosed The packets went out 
under l4d. postage 


’ 

Theatre scheme may 
be repeated 

The free variety shows at the 
Palace Theatre, Manchester, re 
cently, sponsored by flour millers 
J. W. French & Co. Ltd., were 
supported by extensive poster 
advertising, and large spaces in 
the Manchester press. Agents were 
Pratt & Co. (Advertising) Ltd., 
whose managing director, E. H 
Burn, said last week that they 
are waiting to receive more de- 
tails of the success of the com- 
paign. If results were favour- 
able, it was possible that the 
scheme would be carried out in 
other areas. 


Speaker protest 


Birmingham City Council has 

Mm promised that its objection 
to the noise of loud-speaker ad 
vertising from aircraft will be 
taken into consideration by the 
Ministry of Transport and Civil 
Aviation in its review of aerial 
advertising. 


IAMA party 


The Midland branch of the 
Incorporated Advertising Man- 
agers’ Association held their third 
social at the Red Lion Hotel, 
Knowle, last Friday. 


CEREMONY AT 
‘DAILY ECHO’ 
NEW WORKS 


The new offices and works of 
the Southampton Daily Echo were 
opened on Monday by Admiral 
Earl Mountbatten, who told a 
large gathering of State, Church, 
civic life, industry, commerce, 
agriculture, and trade union 
representatives, that newspapers 
of that kind were an essential 
ingredient in the life of the com- 
munity. 

He recalled how, the day after 
the previous works had been 
“blitzed,” people were still able 
to buy a copy of the paper, 
printed by its sister journal, the 
Bournemouth Daily Echo. He 
stated that the works of the 
New York Times, which he had 
seen a few days previously, were 
not nearly so up-to-date as those 
of the Echo. Under the Perkins 
family for about four generations, 
the Echo had maintained an ex- 
tremely high standard. 


Independent 


Lord and Lady Mountbatten 
were introduced by Sir Robert 
Perkins, chairman of Southern 
Newspapers Ltd., who spoke of 
the way in which the great en- 
gineering difficulties of erecting 
the new building round and above 
the presses had been surmounted 
He claimed that the Southern 
Newspapers were independent of 
any group, chain or syndicate, 
and had every intention of re 
maining so. 

He presented Lord Mount- 
batten with a clock in a ship's 
wheel frame made of oak from 
the previous Echo building and 
Lady Mountbatten with a 
George III silver box 

Sir Robert Perkins read a mes- 
sage from Sir Linton Andrews. 
editor of the Yorkshire Post and 
president of the Press Council, 
offering best wishes to the “res- 
ponsible, trustworthy and power- 
ful journalism” of the paper. 

At the subsequent luncheon at 
the Polygon Hotel, the Duke of 
Wellington, Lord Lieutenant of 
Hampshire, said that the press 
was one of the main bulwarks of 
political freedom. 

During luncheon, guests were 
given a special edition of the 
Echo, reporting the opening cere 
mony that had just taken place. 


‘Guardian’ chief's 
congratulations 


To celebrate its centenary issue 
last week, the Ashton-under-Lyne 
Reporter published a four-page 
supplement carrying messages of 
congratulation from L. P. Scott, 
chairman of the Manchester 
Guardian and Evening News, 
civic and industrial leaders 

Thirteen newspapers now com- 
prise the Ashton-under-Lyne 
Reporter group. 
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Piccadilly sign 


This new Ever Ready illuminated 
sign in Piccadilly Circus was 
officially switched on by E. W 
Rowbotham, chairman of The 
Ever Ready Co. (Great Britain) 
Lid., assisted by J. F. Mallabar, 
chairman of Franco Signs Ltd., 
on Monday evening. The cere- 
mony was attended by guests of 
both companies, and press repre- 
sentatives. 

The sign is believed to be the first 
illuminated display incorporating 
actual mechanical movement to 
be erected in Piccadilly Circus 
since the war. It measures 44 fit. 
by 17 ft. 6 in., and consists of 
over 2,500 ft. of neon and 
fluorescent tubing and 116 trans- 
formers and ancillary gear. 

The hand holding the torch is a 
moving unit, measuring nearly 
23 ft. from the top of the beam 
to the wrist, and weighing 
approximately half a ton. It is 
powered by a geared electric 
motor, and the hand pivots from 
the wrist, directing a beam of 
light through an arc at the top 
of the sign. As the beam falls 
on each of the topmost Ever 
Ready batteries and emblem, they 
light up then flash off again as 
the beam returns to the left. 

While this is taking place the other 
Ever Ready batteries flash on and 
off. 

The sign was designed, manufac- 
tured and installed by Franco 
Signs Ltd., in collaboration with 
the Ever Ready Co. (Great 
Britain) Ltd. and their advertising 
agents, Greenlys Ltd. 


What a nerve! 


To publicise the film “The 
Quatermass Experiment,” J. W. 
Bacon, manager of the Regal 
Cinema. Beckenham, Kent. is 
offering a month's free pass to 
any woman who will sit alone 
through a showing of the film. 
The “ordeal” will take place at 
midnight on Monday, Decem- 
ber 5 

Although the cinema will be 
in complete darkness, several 
women have volunteered. A 
microphone will be placed near 
each competitor. so that she can 
call for help if her nerve fails. 


j SCs 6 ee 

Oe - 

mm §£é FF... (ae, ee 
A = * |e 

| BATTERIES } 

| | 

| a | 

- 


NOVEMBER 25, 1955 


ADVERTISER'S WEEKLY 


LORD LUKE ELECTED AA PRESIDENT 
Balch heads CDC: Verrinder is 


new education chairman 
Lord Luke, chairman of Bovril Ltd., was elected president 
of the Advertising Association, im succession to Norman 
Moore, at the council meeting following the annual meeting 


on Tuesday. 


His nomination was exclusively reported in 


ADVERTISER'S WEEKLY last week. 


New chairmen of committees 
are: John L. Verrinder, education 
committee, in succession to Wm. 
C. Thielé; A. N. C. Varley, 
new library committee, W. R. 
Balch, Club Development Com- 
mittee, in succession to John 
Winford ; and Brian F. MacCabe, 
conference committee. 

At the annual meeting in the 
morning three new members were 
elected to the council: Lt.-Col. 
M. W. Batchelor, H. M. Thorn- 
borough, and G. D. D. Willock. 

The following retiring members 
were re-elected: W. D. C. Cor- 
mack, Hubert W. Craddock, 
A. D. Davis, Commander A. O. 
Gillett ; Harris Kamlish, Brian F. 
MacCabe, Stuart Mander, Miss 
Kay M. Murphy, L. W. Need- 
ham, Paul B. Redmayne, G. P. 
Simon, and W. Memory and 
A. N. C. Varley (both of whom 
were co-opted during the year). 

Mr. Moore said that Lord 
Luke was a great advertiser, was 
president of the Incorporated 
Sales Managers’ Association, and 
understood many facets of adver- 
tising. He could also give adver- 


Greater scope for 


Plastics Exhibition 


The fourth British Plastics Ex- 
hibition and Convention, which 
will occupy more than double its 
previous amount of floor space, 
will be held in the Grand Hall, 
Olympia, London, from July 10 
to 20. The convention will run 
concurrently 

The exhibition has until now 
shown only materials, plant and 
products from the UK and the 
Commonwealth, but is being en- 
larged to include exhibits from 
other countries. The event 1s 
held every other year, organised 
by British Plastics. 


Student record 


A record number of students— 
over 540—are now registered with 
the Institute of Practitioners in 
Advertising 


tising a voice in the House of 
Lords if and when it were needed. 

Referring to the new name 
boards in the council chamber, 


Mr. Moore thanked the com 
mittee responsible—Miss Kay 
Murphy, Wm. C. Thielé and 


Hubert Oughton, and also Sir 
William Crawford and Partners, 
who were responsible for the de- 
sign and execution. 

The main board lists the presi- 
dents and the opposite one lists 
vice-presidents, Mackintosh Medal 
winners and honorary members, 
and also incorporates display 
cabinets at the sides. 

Mr. Moore also paid a tribute 
to the director-general, Leslie E. 
Room, and his staff, and to the 
advertising trade press for their 
“factual and unbiased report- 
ing.” 

Wm. W. J. Studd. paying a 
tribute to Mr. Moore, spoke of 
the high standard with which he 
had directed the affairs of the 
Association on many occasions 

At the council meeting in the 
afternoon, Hubert Oughton was 
re-elected honorary treasurer and 
Ivor Cooper was re-elected 
honorary secretary. 

The following were re-elected 
as chairmen of their respective 
committees: G. R. Pope, execu- 
tive ; Glanvill Benn, finance ; Sir 
Miles Thomas, public affairs ; 
L. W. Needham, AID ; A. Everett 
Jones, publicity; H. W. Crad- 
dock, membership; and George 
Warden, research and statistics. 

The conference committee 
comprises H. W. Atkins, A. E 
Aylward, Douglas A. Bain, Sid- 
ney Butterworth, Glanvill Benn, 
W. R. Balch, Harold IL. Fish, 
Leon Goodman, Leslie Hardern, 
R. P. Hicklin, Horace Martin, 
Andrew Milne, H. A. Oughton, 
G. R. Pope, D. T. L. Rettie, 
Philip Stobo, A. N. C. Varley, 


John L. Verrinder, and Miss 
Vv. A. B. Wright. 

The library committee con 
sists of: Miss Olive Bird, 


W. D. C. Cormack, R. D. I 
Dutton, H. Q. Faichney, A 
Bruce MacColl, W. Memory, G 
Vernon Nye, and Wm. C. Thielé 


Festival films: Showings postponed 


Plans to screen the 17 prize- 


winning films from the 1955 
International Advertising Film 
Festival at three provincial 


centres mext week have been 
ystponed 

4 Tuesday, the Pearl and 

Dean Group of Companies, the 

programme organisers, announced 

that the films will not be avail- 

able in time for their showings 


planned at Leeds (Tuesday), Man- 
chester (Wednesday), and Birm- 
ingham (Thursday) because some 
of their continental producers 
want them for screening in their 
own countries. 

It is hoped to rearrange these 
provincial screenings for early 
January. Applicants for tickets 
will be advised immediately the 
new dates are known. 


| 


Verrinder A. N 


Varley W. R. Balch 


Max Aitken’s scheme for film 
premieres in aid of NABS 


T Hon. Max Aitken, deputy 
president of NABS, invited the 
Apr Stewards to meet him at 


the Savoy Hotel last week to 
hea is plans for the new 
Ap; 

Jeputising for the presi 
der J. Robertson, who is ill, 
Iw » do everything possible 
to e it, on his behalf, a 
rec ear,” he said. 

H as introduced by Ronald 
Br chairman of the NABS 
Cor sho said the Society 
was eful to Mr. Aitken for 
ac , him during Mr 
Ro son's absence. 


Backed by group 
\ Aitken told the stewards 
tha rong other plans, he had 
n the organising of film 
n London, Manchester 


P 
al gow. These would have 
bel them the resources of the 
Be ok newspapers, and 
sh produce a_ substantial 
ad n to the funds of the 
Soc 

At ‘xe same time he asked the 
stewa ds to do all they could to 
raise their individual totals of 
subscriptions collected. He also 
inv ideas from the stewards, 
and eral suggestions were put 
forward and discussed 

The honorary treasurer, Hubert 


Oughton, said that the deputy 
president's plans for a record 
total were very welcome owing 
to the increasing cost of benevo- 
lent work, and he reported that 
the Two Fred's Cricket Match 
this year had realised well over 
£4,000, itself a record 

H. L. Clarkson, the hon. secre 
tary, described the various types 
of help which the Society gave, 
and announced that speakers on 
the Society's work will be avail- 
able to club and staff gatherings 
whenever required 

The general secretary, Mrs 
I. M. Ure, gave the stewards de 
tails of how the main Appeal was 
being organised, and the treasurer 
moved a vote of thanks to the 
deputy president. In expressing 
the Society's appreciation and 
gratitude to Mr. Aitken for all 
that he was doing, he asked him 
to convey the good wishes of 
everyone to Mr. Robertson 


Christmas holidays 


The Institute of Practitioners 
in Advertising states that enquiries 
have shown that most member- 
agencies are closing for the 
Christmas holiday at various 
times on Friday afternoon, 


December 23, and reopening on 
Wednesday 
ber 28. 


morning, Decem- 


This transport unit is now on tour in this country for Quaker Oats Lid 


making local deliveries in the areas it visits 
backwards, is built on a Bedford light van chassis 


The engine, which travels 


Goods are carried 


in the sides and boiler of the engine as well as in the container on the 
trailer, and the spare wheel is housed in the front of the boiler The 


exhaust is brought up through the funnel 
Clarke & Co., Lid. 


The bodywork was by J. C. 
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Ronson name 
ad manager 


Ronson Products Ltd. have ap 
pointed A. Noel Morrow as adver- 
tising manager. During his six years 
with the company, he has been 
closely connected with all aspects of 
merchandising, display, advertising 
and publicity, and as a designer in 
his own right has been responsible 
for a number of items of display 
and packaging now in use 

* 7 * 

Roy R. Bignell, advertising man 
ager of Trufood Ltd., has been 
elected a fellow of the Royal Society 
of Arts 

* * 


* 

Arthur J. Caunt, son of the 
editor-proprictor J. Caunt, has been 
appointed advertisement manager 
of the Morecambe Visitor in suc 
cession to the late Vie Cotton, who 
died suddenly in October H 
joined the Visitor from school in 
1948, was a year in the works. and 
after two years’ National Servic 
Trieste and Berlin, joined the 
advertisement department under Mr 
Cotton 

7 * * 
Charles Fenner, formerly assistant 


to the advertising manager of 
Grundig, has joined Roger Pryor 
Ltd. as production manager. Robin 


Hali has also joined the company 
as a traince 
* * * 
Associated Newspapers Ltd. have 
announced that, following the death 
of H. V. Weller, the general man 
ager of their Manchester office 
Howard French has been appointed 
managing editor of Associated 
Newspapers in the North of Eng 
land. In this capacity he will tx 
responsible to the management in 
London for both editorial and 

managerial matters 

At the same time, R. Satter- 
thwaite has been appointed manager 
and will work directly under Mr 
French, having control of produc 
tion and establishment matters 

* * * 

Miss Noreen Burson is now in 
charge of press relations at the US 
Public Affairs Office in Dublin 


Rooster Publicity Ltd. is moving 
to their London office He will 
relinquish direct control of the 
Peterborough office to E. F. G. 
Saxby. 

Rooster Publicity’s accounts de- 
partment, under E. G. Hodson, wi!! 


be moving 


their 
the month 
ralisation 


London 


Albinson, director 


from 


in order to achieve 
of secretarial 


accounts offices 


* 


* * 


Miss Mildred Collins, public ° 


lauions 
Advertising 
ned to C. 


department 


Service is to be 


ce mar 
J. O'Brien, of 


Dublin 


December 26 


* 


* * 


John van Belle, managing director 


Grosvenor 
has 
Ireland aft 


Dublin 


Pp to th 


Snowden Hanson, 


manager 
ng Se 
mila 


Advertising Lid 


recently returned to 

r an extensive business 
UK and the continent 
formerly studio 

a McConnell’s Advert 


of 


Peterborough to 
office at the end of 
cen- 
and 


McConnell’s 


has joined Grosvenor 


pa 
capacity 
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Ait a 


party given by the advertisement managers of “The Field’ and 

Golf Illustrated at the May Fair Hotel last week were . to r.) 

Alexander Siese (Knight, Frank & Rutley), Michael Ruvigny (advertisement 

manager he Field Leslie Dorricott (British Timken Ltd.), and 

Eric Hales (country representative “The Field’). Some 230 repre- 
sentalive tf agencies and advertisers were at the party 


TV manager 


Raymond Plummer has been ap 


pointed manager he televisi 
department of | tleys and Hoff 
man Lid He k Bristol a few 
months ago. w was a direc 
tor of Walter | ce Ltd.. and 
chairman of ti I Club 
* * * 
John Montgomery has resigned 
from his po blic relations 
Estates 


icer to Sc Industria 


appointment 


q N oel 
Cyril L. 
pointed sa 
for Trans 


United Kingdom. He 


position h 
IWA's loc 
Britain, inc 
production 
direct mail 


Morrow 1 


Howard has 
S$ promotion 


World 


been ap 
manager 
Airlines in the 
joined TWA 
i period with Ameri 
Airlines. In his new 


will be responsible for 
al advertising in Great 
luding display and print 


tic-in advertising and 


activities 


4t a party to celebrate the 
were (left to right): W. K 

executive 
chairman 


and managing 


launching 

ooks, Willing's Pres: 
H. Overy, Willing’s managing director 
director of 


of the 


1955 


Kemp's Directory” 
Service Lid. account 


Mrs. B. Joel and B. Joel, 


the Kemp's group of publishing 
companies. The 1955 edition of the directory has been increased by 459 
pages, making a total of 2.227, and contains an additional ¥%,000 classified 


entries. 


( 


aunt 4. M. Albinson 
Irvine Gar- 


years Ww 


side has completed S 


the Courier and Guardian, Halifax 
He joined tt nim staff 

he Halifax Gua a x week 
before that pax y shed us firs 
daily issues, and took charge of the 


idvertisern depar 
Courier and the 
merged in 1921 
* * * 

Comyn Webster, London editor 
f the Outram group of newspapers 
1948 1as «been appointed 
ditor of the Bulletin and Scot 


when the 


ment 


Pictorial from January 1 in succes 
sion to J. M. Reid, who is 
retiring 
* * * 

Maurice J. Seymour w!! again b 
press Officer for the National 
Poultry Show Olympia, Wednes 
day to Friday, December 7 to 9 


It ts organised by Poultry World and 
Farmer & Stock-Breeder 
* * * 
Presentations to two members ol 
he Jewish Chronicle staff to mark 
completion of 40 years 
the paper were made last 
Miss Doris Beverley, the editor's 
secretary, and to S. H 
* * * 
Kenneth Lomas, an account! 
executive wit Arthur Rank 
Screen Lid flew to 
Toronto last week to spend a 
month with J. Arthur Rank Screen 
Advertising Services of Canada Ltd 


heir 


Blair W. Eames, who joined Sells 
Ltd. in June 1954 as senior account 
executive has become a director 


He will combine his duties with 
hat of general manager An 
economics graduate of London 
University, Mr. Eames has had 
experience in direct selling. sales 
management, and copywriting 
* * * 
Arthur M. Holt, formerly with 


Intam Ltd., has joined W. S. Craw 
ford Ltd.'s export division as media 
excculive 
* + . 
David Potter has been appointed 
advertisement manager of Hair & 
Beauty He has held the position 


of assistant advertisement manager 
for just Over a year 
* * * 
W. N. Wootton has been ap 


pointed advertising manager of the 
Leyland Paint & Varnish Co., Ltd 


Couey 
A. Knight 


Arthur Knight, founder, and for 
%) years the chairman, of Arthur 
Knight Co. Ltd., died last Friday 


nd Mrs. Knight, who 
her husband ran the business 
together, until 1939, when 
Bacon succeeded to the board and 
Mrs. Knight retired 

In 1946 Mr. Knight retired to 
Worthing, where he had lived ever 
since The cremation was at 


Brighton on Wednesday 


H. Bruce 


Henry Bruce, of The Genera! Bill 
posting Co., Ltd., Edinburgh, died 
suddenly at his home last Friday 

He had been with the company 
for 49 years, including 25 years as 
secretary. Since June 1954 he had 
held the combined posts of general 
manager and secretary 


M. R. Meldrum 


Malcolm R. Meldrum has died at 
the age of 73. For a number of years 
he was in charge of sales promotion 
und publicity at the works of 
Herbert Morris Ltd., Loughborough 
engineers, until he retired 


N. E. McDiarmid 


Neil E. McDiarmid, of Mac 
arlane Lang & Co. Ltd., died 
n Aberdeen on Saturday following 
an accident. He was 59. He was a 
director and the sales manager of 
the biscuit firm. with which he had 
worked for 30 years 

Mr. McDiarmid was driving his 
car from a business conference 
when it was involved in a collision 
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At last he’s found what he was looking for. So he’s writin Ee 
z; 
, : , , Ky 

for details at once. Is it your product that has interested him ? & 
Like 4,750,000 other people, he buys the - 


Ps 
Daily Mirror every day. Between them this vast family § 
of readers own a tremendous percentage of Britain's “# 
, ;, : : me 
luxury products. For example, in Daily Mirror homes 


wees 
you will find 39°, of all TV sets, 27° of Britain’s cars, 


and 25%, of the refrigerators. These figures, extracted 


from the I.1.P.A. Survey, prove that today the mass 


market covers nearly all products and that the 


Daily Murror is the world’s greatest mass market medium 


biggest daily 


sale on earth 
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REVENUE UP 55 PER CENT—BUT 


COSTS HAVE DOUBLED 
—‘Reynolds News’ report 


While the cost of producing “Reynolds News” has more than 
doubled since 1938, revenue—including collective advertising—has 
increased by only 55 per cent, say the directors of the Co-operative 
Press Ltd. in their report for the half-year ended September 24. 


The report emphasises that the 
national newspaper strike, rail 
way strike and a series of other 
events during 1955 have brought 
about a reappraisal of newspaper 
economics affecting all sections 
of the industry. 

Compared with the  corres- 
ponding half-year in 1954 the 
total trading revenue declined, 
and there is a loss on the half- 
year of £17,499. 

After contrasting present-day 
costs with those of 1938 and with 
revenue, the report explains that 
up to now the Co-operative Press 
Ltd. has bridged the gap largely 


os 
The distribution of photographs of 
famous footballers outside football 
club grounds is being used as a new 
method of publicising the Star. Seen 
here is one of the uniformed girls 
who the “Star” is employing to give 


away the photographs. Pictures 

autographed by the players, carry a 

sales message about the paper's 
sports coverage. 


Biggest ad 


What is claimed to be the 
largest press advertisement to be 
published in a British newspaper 
since the war has just appeared in 
the Surrey Comet. It is a double- 
page spread on Christmas shop- 
ping ideas, produced for Bentalls 
of Kingston by Colman, Prentis 
& Varley Ltd. aR 

The spread contains informa- 
tion about gifts and ideas for 
parties, decorations, Christmas 
cards, travel arrangements 
Bentalls’ Toy Fair. 


Missing the bus 


The London Transport Execu- 
tive has refused to accept adver- 
tisements for a new humorous 
novel “Bus Stop.” The book tells 
of a mass strike by London bus 
passengers. 


by revenue from other publica- 
tions and by stringent economies 
in production. 

“We have at the same time 
maintained a sound depreciation 
policy at rates higher than Fleet 
Street practice, and, in machinery 
and premises alone, Reynolds 
News now represents a valuable 
co-operative asset. 

“But the recent wave of in- 
creased costs is greater than can 
be absorbed by internal measures 
or by the increases in selling price 
if our movement is to remain in 
Fleet Street. 


“It is the loyal support of 
societies for the collective adver- 
tising scheme which has enabled 
the Co-operative movement alone 
of the democratic movements to 
maintain an independent news 
paper for 26 years,” it claims. 

“Appreciating that support, we 
have kept collective advertising 
contributions to a minimum 
Since 1940 a rebate fluctuating 
from 25 to 70 per cent has been 
made to contributing societies 
To-day the rebate is 50 per cent 

“The consequential effects of 
the events outlined above now 
compel us reluctantly to revise 
the rebate for the time being from 
50 to 30 per cent, operative from 
April, 1956. 

“To individual societies the 
new collective advertising rate 
will represent a small increase in 
their costs. To the Co-operative 
Press Ltd., however, the aggre- 
gate of contributions at the new 
rate is essential. 

“Without it we cannot continue 
to maintain a Co-operative voice 
in Fleet Street or play our part 
as Co-operators in preventing the 
British press from passing into 
the hands of a few combines.” 


SINCE 1938 


F. J. Clements, the president, and 
Mrs. Clements receive Mrs. L 


omin 


First issue of 
‘BIF Bulletin’ 


The first issue of the BIF 
Bulletin, edited by Gavin Starey 
on behalf of the British Indus- 
tries Fair in London and Birm- 
ingham, has now been published. 

It is being produced, Kenneth 
Horne has stated, to “tell our ex- 
hibitors the many aspects of put- 
ting on Fairs at three places at 
two different times of the year, 
and to maintain much closer 
contacts during the months when 
we are organising the Fairs 

The 16-page issue contains a 
statement on BIF plans and 
Olicy, complete details of plans 
or next year’s Fairs, a message 
from the Chancellor of the Ex- 
chequer, an insight into the BIF 
organisation, told in comic-stri 
form, ten interviews with exhibi 
tors who have supported the BIF 
since it began, and an account of 
how the BIF publicises itself 


Strikes cost ‘Express’ group £560,000 


Substantial increases since 1954 in the advertisement revenue of 
all four Beaverbrook newspapers are recorded in the group's annual 
report for the year ended June ¥, 1955. 


The advertisement revenues 
have increased as follows: Daily 
Express by £673,969 to £4,617.761, 
an increase of 17.09 per cent; 
Sunday Express by £126,988 to 
£949,716—15.43 per cent; Even- 
ing Standard by £420,153 to 
£2,360,798—21.65 per cent; and 
Glasgow Evening Citizen by 
£87,028 to £493,413—21.42 per 
cent. 

The total advertisement revenue 
from these papers for the year 
was £8,421,688. 

In spite of this, however, two 
strikes caused a drop in profits 
to £876,911, as compared with 
£908,456 for the previous year 
The 26-day newspaper strike in- 
volved a loss to the group of 


about £500,000 and the railway 
strike a further loss of £60,000 

A sales breakdown printed in 
the report shows that when the 
price of the Evening Standard 
was increased to 2d. the sale 
dropped from 741,997 in March 
to 694,252 in April. The figure 
for October, 1955, was 696.675. 

The report also records that a 
programme of expansion is in 
hand. The company owns blocks 
of land surrounding all its plants 
Both in London and in Glasgow 
new buildings are under construc 
tion, and a considerable number 
of new presses are on order. The 
capital outlay on the expansion 
programme wil] be about £1 mil- 
lion, for which the company will 
not require any new capital. 


21st birthday 
of DPSPA 


celebrated 


Members of the Display Pro- 
ducers’ and Screen Printers’ Asso- 
ciation, with their wives and 
friends—some 230 in all—at- 
tended the Association’s 2ist 
Birthday Ladies’ Night at the 
Park Lane Hotel last Friday. 

F. J. Clements (Clements Bros 
(Displays) Ltd.), the president 
claimed that the DPSPA was the 
“mouthpiece of an industry” to 
which they were all proud to 
belong. In recent years the 
members of the council had 
established close social and busi 
ness contacts with other associa- 
tions in America and on the 
continent. 

H. Ashford Down (Display 
Craft Ltd.), a past president and 
founder member, claimed that 
screen printing to-day was what 
they had made it, and they led 
the world in the work they were 
endeavouring to do 

The toast to the ladies was 
acknowledged by Mrs. Le May, 
wife of F. J. Le May (Supasigns). 
vice-president. 

Among gifts to the ladies were 
1 decorative imitation book 
which, on being unlocked, was 
found to contain a programme 
of the evening and a ball-point 
pen, and also a box containing 
glass table mats. 

A highlight of the dinner was 
the carrying in of a birthday cake 
with 21 lighted candles by Lau- 
rence Parker, DPSPA secretary 

C. L. Jarrett (Publicity Display 
Ltd.) was chairman of the or- 
ganising committee. 

Among the telegrams of greet- 
ings and best wishes received was 
one from the president of the 
Screen Process Printing Associa 
tion International of America 


Brains trust 
in Dublin 


Three agency men, Edgar 
Battle (studio manager), George 
Gamlin (chief copywriter) and 
Brendan Smith (sponsored radio 
producer), with A. J. Gairn 
(Dublin manager of David Allen 
and Sons Ltd), P. } 
Rackow (Cinema and General 
Publicity Ltd.), and a representa- 
tive of Association Irish News- 
papers formed a brains trust for 
a forum on advertising under the 
sponsorship of the Association of 
Advertisers in Ireland at the 
Shelbourne Hotel, Dublin, last 
Thursday. 

The. discussion ranged over a 
wide field, from the standard of 
literacy in Dublin as compared 
with Irish country towns, to 
severe criticism of drop curtain 
advertising in theatres. 

A. E. Snow (advertising mana- 
ger of W. and R. Jacob and Co.) 
presided. 
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i SUNDERLAND 


Twe powerful punches on Tyneside 


Here is an effective left and right to boost your sales on 
Tyneside where earnings are high and sales resistance low. 


NORTH SHIELDS—EVENING NEWS | 


The circulation of this lively newspaper has 
risen by over 60% in the last ten years. The 
North Tynesider cannot be without his daily 
companion, the Evening News, which pene- 
trates well into the rich mining communities 
to the north. 


SOUTH SHIELDS—SHIELDS GAZETTE 


Two out of three households in this busy 
town of 107,000 people read the Gazette in 
their homes. Its circulation has increased by 
59 . since the war and still climbs upwards. 
A cheap and certain means of reaching these 
prosperous people. 


Tynesiders both North and South of the river remain loyal to 
their local papers. Advertisers who take advantage of this fact 
can be sure of good results. 


Shields Gozette 


And Shipping Gelegraph. 35,267 A.8.. 


The Shields » 


Evening Dews ..... 


TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS _ 
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AA’S PUBLIC RELATIONS DRIVE 


Club members have spoken 
at 100 meetings 


Speakers from the publicity clubs and associations have 
already addressed over 100 meetings as part of the Advertising 
Association’s public relations drive for advertising. 


This, said an AA statement 
this week, was “the heaviest part 
of the load” in the campaign 

Public schools are being 
tackled by a team of young ex 
public school men. The approach 
to public schools was discussed 
at a lunch, over which G. R 
Pope, chairman of the executive 
committee of the Association, 
presided 

It was attended not only by the 
members of the team, but by the 
general secretary of the Public 
Schools Appointments Board 
and the careers masters of Eton 
College, of Harrow, and of 
Alleyn's School, Dulwich. 

Already speakers from the 
team have gone to Charterhouse, 
Dulwich College, Derby School, 
Eastbourne College, Haileybury 
and ISC, Hallcroft Boys’ School, 


Derby, Leighton Park, Man- 
chester Grammar School, Mil! 
Hill, Portsmouth Grammar 


School, Repton and Rugby 


FESTIVALS IN 


BRITAIN 


This is the British Travel and 
Holidays Association's poster which 
won the award at the general 


assembly of the International U nion 

of Official Travel Organisations at 

New Delhi for the most artistic 
travel poster of the year 


SDMAA branch hear 
Kelloggs ad manager 


A. A. Lines, advertising mana- 
ger of Kelloggs, Lid., was the 
speaker at the October meeting 
in Manchester of the Society of 
Diploma Members of the Adver- 
tising Association (North West 
branch). He described his com- 
pany’s methods of handling their 
appropriation 


“The whole of this work is 
fundamentally on a voluntary 
basis,” says the AA. “It is 
carried out by busy men in their 
spare time, and often at the 
expense of their very pressing 
personal time-tables. 

“The Association therefore 


takes the view that if this cam- 
paign is to continue and grow 
as it must—it is important that 
the circle of speakers available 
should grow with it, thus ensuf 
ing that we do not kill our will- 
ing horses on the early stage of 
the journey.” 

Schools and organisations have 
been given a list of 20 possible 
topics on which they could be 
addressed. 

The list of topics is 

The place of advertising in a 
modern society . Advertising and 


freedom of choice, Advertising 
and mass - production: How 
economical $ advertising ? ; 
Does it pay to advertise? 


Advertising and the standard of 


living: Advertising and the 
artist; Advertising as a social 
force ; Advertising as a force for 
prosperity ; Advertising and the 
housewife 

Advertising and the worker 


Advertising and the retailer ; 
Advertising and the sales force ; 
How responsible advertising pro 
tects the consumer ; How adver 
tising disciplines itself ; The use 
and abuse of advertising ; How 
an advertising agency works; 
How a campaign is launched ; 
Advertising as a career ; Educa 
tion for advertising 


Better harvest 


The Dewsbury (Yorks) Cham 
ber of Trade has been told by 
J. R. W. Worrall, of the Publi- 
city Club of Leeds that just as a 
farmer relied on fertilisers to 
increase his crops so the retailer 
should use advertising to increase 
his trade 


An artists impression of the futuristic 


and Girls Exhibition at 
September & dilied to 


the Natio 
this 


Future” stretching across the Hail 
io the space theme Most of the 
allocate Organisers for Hult 


rai 

overhead 
where exhibitors will 
avai 
ms are FW. Bridges 


a 


The Queen Mother, with 


turner for the disabled at the § 
stand at the “Sund Times” B 
at the Royal Fr Ha The f 


US conference: 
1,000 expected 


More than advertising 
men and women are expected to 
attend the annual convention of 
the Advertising Federation of 


1,000 


America to be held at the Belle 
vue-Stratford Hote Phila 
delphia, June 10-13 

Any member the Advertis 
ing Association who able to 
attend will be welcomed. Further 
details can be obtained from 
Elon G Borton Advertising 
Federation of America, 250 
West Fifty-Seventh Street, New 


York, 19 


Make them yourself 


Christmas presents which can 
be made from Warerite Handy 
Panels will be featured in the Do 
it-Yourself magazine programme 
on commercial TV to-morrow 
(Saturday) 


Ideal Home dates 


The Daily Mail Ideal Home 
Exhibition next year will be held 
at Olympia from March 6 to 
March 31 


overhead décor for 
Hail, Olympia 


scene will be 


Hulton’s Bo 
fugust 28 
Avenue of the 
match their stands 
has already 
& Sons Lid 


from 
an 
lable floor 


space heer 


Kemsley 
John and Red 


thibition continues until 


1955 


Novemper 25, 


inspects an automatic 
Cross Hospital 
which opened iast week 
next Monday 


Shop of the future 
‘a selling machine’ 


Dr. James B. Jefferys, general 
secretary of the International 
Association of Department 
Stores, told the British Institute 
of Management national con 
ference recently that the shop or 
without losing attrac 
tiveness, would become a “selling 
machine 

“Retailing. 
approximate 
engineering 


page 
library 


Exhibition 


store, its 


he said, “will 
more closely to an 
operation.” 

He forecast that when the 
returns of the 1960 Census of 
Distribution were published they 
would show an increase in the 
share of the large-scale retailers 
of some four to five per cent over 
1950 


With the steadily increasing 
tempo of urban civilisation, the 
consumer would more and more 


look for time-saving methods 
But in meeting this increase, a 
shop should not be allowed to 
lose its character, and become as 
colourless as a “cold aquarium.” 
“Imagination in display, lay 
out and fittings must be based 
soundly on a scientific study of 
the space available, the merchan- 
dise, the fixtures, and the require 
ments of the customer,” he said 


‘Stop motion’ 
problems 


A number of short colour pub 
licity films made with the “stop 
motion” technique, including 
the celebrated “Mon Savon” 
short, were shown last week by 
Advision Ltd., British representa 


tives of their creator Alexandre 
Alexcieff, who attended the 
screening 

M. Alexcieff said that a literary 
script was of no use for fhims 
produced by “stop motion,” as 
the scriptwriter could not pos 


sibly appreciate the full resources 
of thes technique 
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Packs Reader Interest iritto eucny issue 


and here’s more evidence . . 


A. L. ROWSE LORD KINROSS 
A further selection of JOHN BETJEMAN ELIZABETH ALLAN 
interesting personalities SIR COMPTON JOHN PUDNEY 
whose articles have been MACKENZIE 
published in EVERYBODY'S NICHOLAS 
: RICHARD MONSARRAT 
during recent weeks. ATT! NBOROUGH 
E. ARNOT 
They write with authority — J. WENTWORTH DAY ROBERTSON 
they command respect — PETER USTINOV RICHARD GORDON 


they provide outstanding 


R. F. DEL OERFIELD BEVERLEY NICHOLS — 


The Well-read Weekly 
PAGE RATE £800 - 4d. WEEKLY 


A. W. Burnett, Advertisement Director, 
Everybody's Publications Ltd., 114 Fleet St., London, E.C.4 


FLEet Street 7521 


NovemMBer 25, 1954 
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COMMENT 


WHEN THE ADS 
. a 


correspondent 

frequently asserted that adver- 
lowers the prices of com- 
ities and keeps them low. 

I know the theory, but where 

is the proof?” 

One example is Batchelors Peas. 
When prices were reduced it 
was stated that this was the 
result of mass sales built up by 
advertising. 

It is not possible, however, to kill 
the elephant of criticism 
merely by shooting peas at it. 
Statistical shot and shell is 
needed to deal with the aca- 
demic assailants. 

Such ammunition is provided by 
E. A. Lever, in the IPA’s 
“Institute Information.” 


Sales fall 


Mr. Lever gives the a ag of a 
£100,000 concern with 100 em- 
ployees producing an article 
selling at 2s., of which 3d.—an 
above average figure—goes on 
advertising, 9d. on trade dis- 
counts, 104d. for costs of pro- 
duction and distribution, and 
14d. gross profit. 

Suppose, he says, that advertising 
is stopped. Can the retail price 
be reduced to Is. 9d.? The 
answer is “No.” 

In face of ne sales of 
the unadverti product 
would fall, wed by 70 per 
cent. This could mean dis- 
charging 7@ per cent of work- 
people, reducing the w bill 
po say, £35,000 to £10,500, 

h amortisation of plant at 
perhaps £10,000. 


Prices rise 


Hence, whereas at full capacity 
wages and amortisation 
amount to £45,000 per annum, 
at 30 per cent capacity they 
amount to £20,500, so that unit 


producer 
would lose 2.85d. per article if 
he sells at Is. 9d.. or alterna- 
tively would have to increase 


going 
im the interests of workers and 
consumers. That is the story 
which should be told to 
Parliament and public. 


Talking Points 


COLOUR TV—new U.S. 
bring it NEARER 


OLOUR television! The 

mere mention of it excites 
the imaginative advertiser and 
wotries agents and owners of 
competing media. 

So far, consolation has been 
taken from the fact that it has 
appeared to be a long way off 

Sir Robert Fraser, director- 
general of the Independent Tele 
vision Authority, spoke about it 
at the ISBA conference in Octo 
ber He said colour TV was 
“quite fascinating,” but the im 
pression was given that its com 
mercial application was many 
years off owing to the technical 
difficulties (and high cost) of 
receiver production 

Now there comes news of a 
startling development in America 
which should cut the cost of 
colour sets in half. A new colour 
tube has been produced which, it 
is said, should cut the price to 
about £140. The secret appears 
to be that the new tube is a 
‘one gun” rather than a “three 
gun” effort. 

These details are given in 
Magazine Industry Newsletter, a 
publication which takes “the pub- 
lishing pulse.” 

The pulse is beating rather 
rapidly now, as this statement 
shows: “TV is unquestionably 
magazines’ major competitor for 
the national advertising dollar.” 

Periodicals publishers in 
Britain, not to mention screen 
advertising interests, are watch 
ing American developments very 
closely. Colour is the one great 
advantage offered by them to-day 
with which TV cannot compete 

The impact of colour TV wil! 
undoubtedly be terrific. It could 
lead to massive changes in the 
media structure. BUT, of course, 
there will always be room for the 
written word. You cannot read a 
TV set in a train or in bed late 
at night. Not yet, anyway! 


SELLING WELL 


HE publication of the Hard 
ware Trade Journal survey 
of commercial TV effectiveness 
caused considerable twitching 
and twittering in the TV depart 
ments of London advertising 
agencies 
Some of them did not like the 
thought of their clients reading 
that retailers were disappointed 
with results. 


The truth of the matter 1s, of 
course, that it is still too early to 
measure sales results. For some 


products TV is a delayed action 
seller 

For the pessimists about the 
effectiveness of the new medium, 
however, here some news 
Black and Decke s have had 
excellent sales directly attribut- 
ible to their TV spots, so have 
Norvic shoes; M symunts have 
announced their sfaction; and 


Kraft are report have sold a 


lot more cheese 


FALSE IMPRESSION 


HEN hire rohase prices 
came unde n the House 
of Commons, 4 ivertisement 
of Jay’s Furnishing Stores” was 
criticised as “misicading” and as 
an “abuse in purchase 
trading.” 
The unfortunate impression 


was left that this was a press 
advertisement—and at least one 
advertising agen: doesn’t like that 
at all 
So the friends and foes 

advertising might like to note that 
it was nothing he kind ir 
fact, it was a o shot sent out 
by Jay's themse 


THEM THAR HILLS 


TTVHE publicity mmittec 
Largs Ayrshire) Town 
Council is anxious that a poster 
advertising its holiday attractic 
should not give an exaggerated 
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developments 


idea of the sandiness of its beach 

It has approved a draft poster 
prepared by British Railways 
only on condition that the golden 
sand shown on it should be 
“toned down,” and that the 
height of the hills behind the 
town is reduced. 

Largs beach is largely shingle. 
though there are small sandy 
areas. Some criticism had been 
made of a previous poster show 
ing a sandy beach. 

What next? Are ‘sunshine’ 
copy lines to be censored in case 
we have a bad summer? 


RE clever sales letters worth 

while? The advertising 
department of Austin Reed Ltd 
think so. 

A little while ago they sent 
one of their “crazy” letters to 
sales managers. It was about a 
fitted clothes brush. 

During the following four 
weeks the number of brushes sold 
‘could be counted on our 
departmental hands” and the 
clever letter was written off as “a 
flop indeed.” 

Then along came a Midlands 
firm who said: “We don't like 
your brush very much, but we do 
like the idea of a gift from you 
people.” And the upshot was an 
order for 3,000 tie chains 

The story is told in Adpar 
Review—a little internal publish 
ing experiment by the Austin 
Reed advertising department 
which comments: “There is bus: 
ness lying all around if you can 
pick it up.” 


TO-MORROW’S TOPICS 


© Purchase of Paper-Mate by the 
Gillette Co. will mean even 
stiffer competition in the pen 
market in the U.S. Record ad 
budgets are expected to extend 
to Britain. 


@ New development in the pre 
pared food market is the intro 
duction of frozen soup by 
Heinz, with initial marketing 
across the Atlantic 


® Global credit service for tray cl- 
ling, dining and entertaining is 
to be started by “Esquire” on 
January |. 


@Big developments in the 
marketing of synthetic rubbe 
products will follow the 


establishment of a new joint 
undertaking for “general pur 
pose” product ion by 1958 


@ A big soft drinks account is on 
the move. New agents will be 
announced shortly 


@A famous American brassiere 
firm, Maidenform, is planning 
to challenge in the British 
market with vigorous promo- 


@With the domestic market 
approaching saturation point. 
detergent manufacturers § are 
planning all-out competition in 
the industrial field 


@ Extensive publicity campaigns 
are being formulated for cloth- 
ing made from crimped. 
“stretch” and “texture” yarns 
now being developed which 
combine bulk with lightness. 


ROUND TABLE 


ABC. Figures 
Jan. to June, 1955 


CAMBRIDGESHIRE TIMES GROUP 
67,42 


Copies 
Weekly 


Londen Represemtctive. WW H. WALMSLEY 


69 Fleet Screet, £.C.4 


Head Office: TIMES BUILDINGS, MARCH 


Nerthern Representetive: ARNOLD ELLIS 
+4 Cremiord House, Manchester, 4 


Tel. March 2368/9 


Tet. Fleet Screet 9353 


Tel. Blackfriars 6967 
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They pack them tighter in America— 


7 / 


S 


p-4-- -3--*---/ 


or do they? 


Circulations are impressive things. But they become 
even more interesting if you look beyond them to a 
revealing little figure called ‘‘circulation-density.’’ The 
results can be very surprising. 

For example, many British advertisers regard the 
U.S.A. as the home of mammoth-circulation magazines. 
There, ‘Life’? magazine has the biggest national 
weekly circulation of all—s5,600,000. Measured against 
the total population of the United States, it is bought by 
34 Americans out of every thousand. Now take our 
own Radio Times; not only is the circulation greater— 
8,832,579" . . . det on the same basis it is bought by no 
fewer than 174 people in every thousand. 

This means that the circulation-density of the Radio 
Times is more than five times as great as that of the 
most-bought weekly magazine in the U.S.A. 

A British businessman advertising his goods or ser- 
vices in the Radio Times is getting his advertisement 


sees by a higher proportion of his potential market 
th. anyone else advertising in any other magazine 


in world. But the story does not end here. Each 
yea independent readership surveys continue to show 
tha. the Radio Times has not only the highest number 
of; aders of any British publication but also a greater 
pr rtion of readers in the higher income groups. 
It >es into nearly four out of every seven homes 
an is read by every other man and woman in the 
cou ‘ry—not once, but several times a day for at 
leas’ nine days. 


When you consider, too, that the Radio Times 
caries with it much of the authority of its parent the 
BB itis not surprising that it is the most sought-after 
advertising medium in Great Britain. Unfortunately, 
space in the Radio Times is still limited. But the time 
will come when this unique publication can be the 
backbone of every national campaign. 


* Aver veekly net sale (A.B.C.) Jan.—June 195! 


RADIO TIMES 


LARGEST SALE OF ANY WEEKLY MAGAZINE IN THE WORLD 


A BBC PUBLICATION. ALL ENQUIRIES TO: TOM HENN, HEAD OF ADVERTISEMENT DEPT. BBC PUBLICATIONS, 35 MARYLEBONE HIGH STREET, LONDON, W.1 
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= @6©«©Relating the advertising budget 


to the unit of merchandise 


OW much should we spend A volume that will examine in detail the financia! structure of 

and what shall we get advertising is to be published at the end of this month. The 

for our money? scope and approach of the book, which has been written by 
y: ROBERT BRANDON, is explained in this article. 


That, in brief, is the two-fold 
3 question posed and answered by 


Robert Brandon in his new book involved in advertising a single dependent on the product or 
Costing for Advertising to be Unit of merchandise—has all the service concerned W hile three 
published shortly by Bailey Persuasive power of extreme to five per cent is sufficient for a 
Brothers and Swinfen Ltd., at simplicity publisher, a chemist manufactur- 
Ny 12s. 6d. If you tell a manufacturer that ing a household remedy may 
i 4 in order to push his sales up to need to spend 10 per cent as an 
It is a simple and straight- 4 gefined target he has got to average and as much as 20 per 
forward book and one that will spend, say, £75,000 a year he cent on a new product 


give the reader a clear outline of may wince a little; if, however, 


outa ~ure artis- A film pri duce nay allocate 
tas y= cog ope rs ——— you point out that it will cost) as much 4 2s cent of the Robert Brandon, managing 
ing—and cause the ad-sny 9d. for every 10s. article sold he = estimated overseas receipts to director, Robert Brandon & 
director to think is likely to take a kinder and poost showings a ad, but by Partners Ltd., is a son of the 
The determination of the more logical view that time, it must be remembered, founder of the ABC School of 
idvertising budget as a ratio of In the first part of the new production costs have been fully Drawing, whose slogan “If 
sales turnover has been touched book the subject of costing is amortised on the home circuits you can write you can draw” 
on by the author in previous broken down into three parts The product he is now selling was known on both sides of 
irticles and phe — book © Advertising margin has dwindled in value from, say, the Channel before 1914. To- 
he Truth a out Ac vertising. © Amiiense tor mate) £200,000 worth of studio flo r day this correspondence 
ut Pay «en me presenta @ ienpact space, stardom 1 effort to little ~~ is backed by one of the 
tion of the idea—dealing not in ac Spasms ; 
the “vast” sums involved J major The margin, as a percentage of "°F than a few reels of film largest —, advertising 
campaigns but in the pence retail turnover, ts a variable, A stendesd concept programmes rance. 
trom these and © similar message and its presentation is 
examples emerges the way t stressed. 
wards this standard concept These two problems resolve 
calculation of the advertising themselves into a neat equation 
budget must be hased on the Impact = Audience In other 
proposed selling price, less di words, you can splash your 
tribution costs. Beyond that message about in a four-million 
(after manufacturing costs, pur circulation paper; but unless the 
chase tax and similar items have impact is there the value of 
been taken into consideration) the the message is lost because the 
capital available must be con- audience will not remember it 
sidered in relation to the adver We see at this point a picture of 
tising effort likely to be required the advertising agent as a manu- 
to give the desired result facturer himself. Space and time 
What is that result ? and paper are the raw materials 


he buys. His creative and pro 
duction departments are the 
craftsmen and artisans in his 
workshop, and his product—his 
final product—is not just a trim 
eight-inch double but “remem- 


“Think,” says the author of 
this book, “in terms of leader 
ship for the particular class of 
goods concerned Advertising 
in a given type of product 
price range or style, in a 


brance.” 
selected income group or 
groups, either on a nationa 
scale or in a chosen area, puts Probing the market 
one in a race that someone 
mest win. By advertising, a Many pages of the book are 


motor car manufacturer does “¢voted to planning and test 
not seek to dominate the whole ‘@™paigns of various calibres, 
market, But he seeks, or each giving a full picture of the 
desires to maintain, leadership “*Y © which an advertiser with 
in his price range or speed * limited budget can probe the 
range or whatever his speciality market and get an accurate fore 


may be.” taste of results. But the impor- 
tance of costing in relation to 

. retail sales is seen most clearly 

the in a chapter devoted to an 


The basic importance of cost- ¢*€rcise in five-year planning 
ing having been established, the Here, the reader observes the 
theme is developed in relation to happy progress of an expanding 
the other two sections of the Dusiness with advertising as the 
initial breakdown—“Costing the 8¢me¢ in the bottle. It shows 
audience” (the selection of how, through advertising, a busi- 
media) and “Costing the impact,” S$ ™ay develop from small 


in which the importance of the @ Continued on page !8 
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POSTERS COMPLETE THE CAMPAIGN 


= ea 


WITH REPETITION IN COLOUR 


BRITISH POSTER ADVERTISINIG ASSOCIATION LONDON POSTER ADVERTISING ASSOCIATION TD 
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NOT QUITE LIKE THIS... 


You won't see a machine quite like this at Charles 
& Read; but you wil/ see the most modern equip- 
ment and the very latest techniques for the pro- 
duction of highest quality photo-litho offset. But 
printing will never be just a question of machines. 
Printing means people. And at Charles & Read 
your printing will be in the hands of some of the 
most skilled and experienced litho people in the 
country. 


27 cae ~ aa FOLDING BOX CARTONS 
London W.C2 \ Specialist factory at 

Telephone: Holborn 2882 Harlow, Essex. 
CFw3 
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Five year schedule for a 
drapery ad campaign 


beginnings to large-scale activity 
in a comparatively short time and 
how, meanwhile, a superior pro- 
duct may become more generally 
available 

This is the story 

A draper who sells womens 
underclothes of excellent quality 
learns from his sales staff that 
his customers find it difficult « 
come by a brassiere that is really 
comfortable to wear. Most pay 
7s. 6d.—a few pay up to 42s. for 
something special. None is really 
satisfied. The draper arranges, 
therefore, for a local corsetiere 
to make up bras to a special 
design, puts them on sale and 
makes a good profit. They cost 
him 12s. 6d. to buy and he sells 
them for 25s Sale leads to sale 


and before long cannot get 
enough from the little corsetiere 
round the corner. He decides to 
manufacture, but to do so 
economically he has to increase 
his retail outlets 
Modest start 

Good as the bra is, this can 

only be done if the retail price 


is kept down well below 20s 
with a range of at least three 
fittings and three cup sizes to each 
fitting. Anyway, our draper feels 
that he is on to a good thing and 
having contrived to form a 
£25,000 company, goes ahead 
His first year as an advertising 
manufacturer is modest. Instead 
of the 30 garments a month that 


ENTRED round the theme © Good lighting is a bloom 
that enhances and adds cheer to the home, this illustrated display 


he sold through his own store his 
target is six garments a month 
to be sold through 500 other 
retail outlets. This entails adver- 
tising over a 30-mile radius to 
the tune of £5,700 a year-——or 
3s. 2d. per bra retailing at 
15s. 11d. 


Stepping it up 

That first year he does little 
more than about break even. In 
the second year, however, he 
steps things up considerably. He 
spends £30,000 on advertising in 
six main centres and has a sales 
target of 200,000 bras. Manu 
facturing and selling costs have 
dropped down, and the advertis 
ing cost per garment is down to 
3s. But profits rise from zero 
to £5,500. 

And so it goes on. The appro 
priation goes up with the sales 
target. The profit goes up while 
the per-bra-cost of advertising 
continues to fall. By the fifth 
year, sales are reaching the 
million mark and the appropria- 
tion is £74,000. But by now the 
cost of advertising is only Is. 9d 
per bra against the original 
3s. 2d. and at the same time the 
public is benefiting by a drop of 
a shilling in the retail price. 

There is, moreover, the handy 
sum of £77,000 to go to capital 
ind profit, and consumer, sales 
and product research are between 
them utilising £18,500 in readi 
ness for the launching of a new 
product 


a bloom 


unit is one of six recently delivered by Siemens Electric Lamps and 
Supplies Ltd., to the South Eastern Electricity Board. Booked for 
circuit on the South Eastern Board's Area, the display is made in 
two separate sections to cater for various window and showroom 


locations. The five marguerite blooms are each illuminated in the 
centre, and photographic reproductions below each flower illustrate 
good lighting examples in the home. The unit shows various opera 
tions in the precision manufacture of Siemens lamps. Design is by 
Charles Kenrick Associates and Siemens publicity department 
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nto the homes of Britains oon 
goes the Local 


Newspaper, 
..- toheread 


and re-read. 


It is 
picked up, 
put down, picked up, 
put down, 
up, 
down, 
up, 
down, 
up... 


(Yes, there is so much of 
interest to read) 


and each time 
your advertisement 
is seen with renewed 
interest. 


< there is nothing like the local newspaper 


to create and increase sales! 


| Whatever social class you may wish to reach... 


EVENING NEWSPAPERS: Hull Daily Mail - Grimsby Evening Telegraph — Lincolnshir 4. ening Sentinel ($1 —~ ~on-Trent) Derby Evening _—— 
‘ Leicester Ev vening Mail Bristol Evening World South Wales Evening Post (Swansea) The Citizen (Clonee ") Cloacestershire Echo (Cheltenha 
WEEKLY NEWSPAPERS: Yorkshire and Lincolnshire Times (Hull) Gamsby Saterday Telegraph Staffordshire Weekly Sentine! (Stoke-on-Trent) 


Herald of Wales (Swansea) - Gloucester Journal Cheltenham Chronicle 


R.H PENNEY. Advertisement Dire-tor 163 QUEEN VICTORIA STREET LONDON, EC.4 TELEPHONE PLEet Street 6000 
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French fair guide for UK 


ad men and traders 


HE severe import restric- 
tions imposed by French 
governments on many articles 
in recent years have made 
France a notoriously “difficult” 
market for the sale of United 
Kingdom products. 
There has, however, 
relaxation of these restrictions 
during the past year. For 
example, liberalisation of imports 
from member countries of the 
Organisation for European 
Economic Co-operation has risen 
to 77.5 per cent. The French 
balance of payments has im- 
proved, and there is, therefore, 
hope for further gradual relaxa- 
tion of restrictions in the future 


been a 


Facts and figures 


Io help exporters and adver- 
tisers, the Board of Trade has 
recently published brief facts 
and gures about the inter- 
national trade fairs held in 
France 

Fore pe Paris: Held annually 
in May, next year's fair will be 
held from May 5 to 21. Over 
12,000 exhibitors take part in it 
and nearly four million visitors 
are attracted. It occupies a per- 


Local events of national importance 


manent site of 125 acres at the 
Porte de Versailles and is gener 
ally recognised to be the largest 
popular event in France. Some 
200 UK firms took part last time 


Capital goods display 


Forrt INTERNATIONALE DE 
Lyon: The 1956 Lyons Inter- 
national Fair will be held from 


April 7 to 16. Rivalling the 
Foire de Paris in importance, the 
Lyons event concentrates largely 
on the display of capital goods. 
Only bona fide manufacturers 
are allowed to exhibit and direct 
sales to the public are not per- 
mitted. About 6,000 firms exhi- 
bit, of which over 4,000 are 
French and over 100 British. 
Over one million visitors (a large 
proportion being trade buyers) 
visit the fair annually. 

Fore pve Lute: The Lille 
Fair regularly attracts about 14 
million visitors and is, therefore, 
a valuable medium for the pro- 
motion of sales in Northern 
France. Next year it will be held 
from April 14 to 29. Covering 
an area of 200,000 square metres 
it regularly houses about 3,500 
exhibitors: 91 British firms were 
represented this year. 


sonalities. 
widely quoted ; 


Provincial Weeklies give their readers up-to- 
the-minute reports on local events and per- 
They are 


columns shares in this old established bond 
between paper and reader. 
Weeklies have high priority on your schedule: 


All A.B.C. members 
All Flat Rates 


20 


Foire INTERNATIONALE DE Bor- 
DEAUX: Appealing equally to the 
public and to trade buyers, the 
1956 Bordeaux Fair will prob- 
ably be held for two weeks in the 
middle of June. This year's fair 
attracted 14 million visitors and 
there were 3,000 exhibitors of 
which 87 represented the UK 


Attracts a million 


Foe INTERNATIONALE DE Mar- 
semtes: The Marseilles Fair is 
usually held for a fortnight in 
the second half of September. It 
is visited by over a million people 
from France and the neighbour- 
ing Mediterranean countries. It 
is a popular event and would be 
an effective medium for intro- 
ducing a new product to the 


com- 


A NEW 
panion gift 


the ‘“‘Crown 
Jewel elect 

knife sharpener, '5 
now being hacked 
hy heavy advert 

ing in the US The 
item is heing 
manufactured by 
the Cory Corpora- 
tion as an addition 
to the Crown 
Jew el” perc olator 
The two items are 
here seen with a 


proof of a full- 
page advertisement 


well respected and 
national advertising in their 


Make sure the 


David L. Clackson 
80 FLEET STREET, LONDON, E.C.4 
FLEet Street 2626 


Telephone 


BURY TIMES GROUP 


BIRKENHEAD NEWS GROUP 
BOURNEMOUTH TIMES SERIES 


CAERNARVON HERALD SERIES 
CHESTER CHRONICLE SERIES 


Representing 


COVENTRY STANDARD 
CUMBERLAND & 
WESTMORLAND HERALD 
MIDDLETON GUARDIAN 
ROCHDALE OBSERVER SERIES 


A.B.C. Net Sales in excess of 480,000 
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general public in these areas 
About 3,000 exhibitors usually 
take part. 


Crossroads of Europe 


THe European Fair, Srras- 
BOURG : Situated as it is at one of 
the crossroads of Europe, the 
Strasbourg Fair is particularly 
sultable for those firms who wish 
to attract buyers from France, 
Germany, Switzerland, Italy and 
the Low Countries. For this 
reason the fair has_ recently 
assumed the title of “European.” 
It also claims to be the second 
largest in France. Out of 900 
foreign exhibitors at this year's 
event, between 70 and 80 were 


British. The 1956 fair will prob- 
ably be held for a fortnight at the 
beginning of September 


RUGBY ADVERTISER 
WELLINGTON JOURNAL & 
SHREWSBURY NEWS 
WHITEHAVEN NEWS SERIES 
WINDSOR SLOUGH & ETON 
EXPRESS 
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MARKE 


This expanding industry 
spends a large sum of money 


on plant, equipment, commodities 
and packaging materials. 

Food manufacturers look 

to FOOD to provide them 

with technical information 

about developments all 


over the world. 
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Public Relations 


Persuading young brides to 


use the gas cooker 


A amount of helpful publicity was gained by the Gas 
Cc through the organising of a nation-wide contest with 
newly-wed wives as entrants. 


AN unusual nation-wide 
housewifery competition, 
which attracted tremendous 
national and _ local press 
publicity for nearly nine 
months, recently reached its 
climax at the Royal Festival 
Hall, London. 

At the beginning of this year 
the Gas Council announced that 
they were inviting brides of 
Great Britain to compete with 
each other in cookery, laundry 
and other aspects of home man- 
agement in a nation-wide con 
test to win valuable prizes and 
under the title of “Mr. Therm's 
Bride of the Year.” 

These prizes were offered both 
in the earlier stages of the com 
petition in the area finals and 
also in the final. 


Range of entrants 


Open to all women married 
between ‘January |, 1954, and 
April 30, 1955, those reaching 
stage two received a copy of 
The Happy Home, the encyclo- 


pedia of home management pro 
duced by the Gas Council and 
Good Housekeeping. Winners of 
area finals received gas appli- 
ances to the value of £100 (first), 
£75 (second), £50 (third), with 
five consolation prizes valued at 
£25 each. 

The prizes for the final were, 
in cash—£S00, £250, £150, £100 
for first, second, third, and 
fourth, respectively, with cight 
other prizes of £50 each. There 
are 12 area boards and conse- 
quently there were 12 finalists. 

By July, thousands of the 
brides had completed their first 
test, a short written examination 
in cookery and laundry work, 
and many were in the process of 
the second stage, which consisted 
of a personal interview and the 
baking of a cherry cake to a set 
recipe 

Entries came from every 
part of the British Isles—even 
from as far away as Storn- 
oway. News of the competi- 
tion even reached Malta, 

Southern Rhodesia, the Gold 


Blow-ups 


offer one of the simplest and most 
effective means of securing attention. 
Especially when you want to put 


something over in a big way. For they can be any 
size—any subject. To increase their effectiveness 
have them in COLOUR. Their uses are almost 
unlimited—on the exhibition stand, in the showroom, 
at the point of sale, on the lecture platform. Can 
you be sure you are not missing opportunities ? 


Murals 


are becoming increasingly popular in the hands of architects and 
exhibition stand designers who often deal with other things as 
well. For instance, restaurant interiors, reception rooms and 
private houses. Any ideas? What is the difference between 


a photo-mural and a blank wall? 


MOST of the really good 
ones are made by 


Ring for a London representative to call or ask for price list. 
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Some of the inter 
Festival Hall to 


housewifery corm 


Coast and Nigeria, from which 
countries requests for entry 
forms were received, although 
it was impossible for people 
overseas to compete. 

The “cherry cake” round 
winners went to the area 
finals, the last stage conducted by 
the Area Gas Boards before the 
triumphant 12 finalists came up 
to London This area final 
round involved preparing and 
serving a breakfast for two, 
making biscuits to a given recipe 


tra" 


are more than usually effective at 
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y 


spectators who thronged the foyer of the Royal 

the \2 finalists in the Gas Council's national 

m for the title of “Mr. Therm’s Bride of the 
Year.” 


and preparing a salad for a later 
meal—involving the use of a 
refrigerator (which also had to 
be correctly stocked with food) 


Wide editorial coverage 


The amount of _ editorial 
devoted to these area board pre- 
liminaries and finals by the local 
press was considerable. Each of 
the finalists was interviewed and 
photographed and a great deal of 
space was devoted to their views 

@ Continued on page 24 


this time of year. They bring added life to photographs, 


especially when in full colour. Illuminated from 


behind they stand out a mile. In shop windows they 


go on working long after the staff have gone home— 


focal points in dull streets. Autotype, after many 


years of careful experiment and research, claims to 


produce transparencies which because of their excellence 


always please. N.B. 


winning picture. 


it's worth a little trouble to find a 


Autotype 


THE AUTOTYPE COMPANY LIMITED, BROWNLOW ROAD, WEST. EALING, LONDON, W./3 


TELEPHONE: EALING 269/-2-3 
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Housewives competition 
makes friends for gas 


One of the judges. 
the editor of 
Home Econo 
mics,” Miss Rose- 
mary McRobert 
with Mrs. Audrey 
Marland, the win 
ner of the Gas 
Council's national 
housewifery 
contest. 


on cooking and home manage- 
ment in general 


When the fina! was staged at 


the Royal Festiva! Hall, the 
competitors spent a morning ol 
preparations in their well 


kitchens. The 
place in the 


equipped, bright 
main tests took 


afternoon, before an _ invited 
audience of more than 2,000 
housewives 

The contestants had to provide 
a two-course mea! for tour 
people. It was a celebration occa- 


sion—the bride's first entertain- 
ing of in-laws—and the meal! had 
to cost no more than 25s. Then 
the competitors had to do a 
small household 
from a basket of grocery the 
items that should go into a re 
frigerator and, as a surprise 
item, make a baked custard 


Decorated cheques 


The first prizewinner was Mrs 
Audrey Joan Marland, represent 
ing the North-Western Gas 
Board ° the second, Mrs. Eliza 
beth Freda Voge, Scottish area 
and third, Mrs. Kathleen Morris 
Collett, from the Northern Area 
The prizes—in the form of 
gaily decorated cheques-——were 
presented by Jeanne Heal, the 
well - known television _ per 
sonality 

Presiding at the prize giving 
ceremony, Sir Harold Smith, 
chairman of the Gas Council, 
said the idea behind the com 
petition, the promotion of good 
housecraft, was a vital factor ir 
the new lives of the competitors 


wash, select 


At Barnes Com- 
mon the Arding 
A Hobbs Ltd 
coach was held up 
by an attractive, 
teenage “highway 

man, who de- 
manded a sack of 
toys for the “Even 

ing News” Toy 
for a Sick Child” 
fund This Christ- 
mas promotion was 
handled by Green- 

lys Lid 


Good cooking and good laundry 
might seem mundane affairs in 
the golden days of early marriage 


but they went a long way in 
ensuring that the couple lived 
happily ever after 
From the special point of 
view of the gas industry, con- 
tinued Sir Harold, they were 
glad that so many of the new 
homemakers, “our customers 
of the future,” had had the 
opportunity, through the com- 
petitions, of appreciating the 
wide range and efficiency of 
modern gas appliances. 

Every one of the 2,000 seats in 
the Royal Festival Hall was 
occupied during the prize giving 
ceremony and a number of the 
audience of housewives had to 
stand 

The editorial, radio, television 
and “word of mouth” publicity 
gained for gas over a period of 
nearly nine months certainly 
made “Mr. Therm’s Bride of the 
Year” competition an outstanding 
example of a well thought out 
and well-planned public relations 
operation 


{Winter hold up 


NE of the biggest crowds ever 
to line the cross-roads outside 
Arding & Hobbs Ltd. of 


Clapham Junction, gathered for 
the arrival of Father Christmas 
one recent Saturday. He drove 
to the store through the south 
west London areas on a stage 
coach, heralded by a post-horn 
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Did you know that women readers of the Birmingham if y 


within a ten mile radius of Birmingham's centre in which 
the Evening Despatch has 93% of its sale. 


\! 


the "20s trene 
‘at what M 


it or not 


very probabiv the 


revealing 


i plan to sell in this prosperous area you need these 
Evening Despatch (and there are 151,000 of them) spend statistics which are published in “A £31,000,000 Market” 
over £23 a head every year on major items of clothing You need this booklet — and you need the Evening 
for their own use? This is only one of the many facts Despatch. 


given in an up-to-the-minute survey covering an area Write for your copy to T. G. N. Pearce, London Advertisement Director, 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED, 


167-170 Fleet Street, London, E.C.4., 
Advertisement Manager, EVENING DESPATCH, Birmingham 4 


WERE is all you need to know about this 
| £31,000,000 market 
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ADVERTISER'S WEEKLY 


‘Advertiser’s Weekly’ Special 
Retail Market Report—2 


More sales volume +lower wage 
ratio is self-service effect 


This article concludes the special survey of the spread and estimated effect of self-service retailing in this country. 
The first part was published in ADVERTISER’S WEEKLY, November 11, page 30. 


HE store along self-service 
lines which has been 
opened by Woolworth at Cob- 
ham is a completely new estab- 
lishment, and no comparison 
of trade under the new system 
can, therefore, be made with 
the results of a non-self-service 
type. 
Presumably, the development 
is'in the nature of an experiment, 


and until results for a longer 
period are available, no firm 
decision will be made about 


further changes in trading. 

Advantages to be derived from 
an extension of the goods sold 
the self-service way are (apart 
from the principle so well known 
to manufacturers, and, indeed, to 
nations, of spreading the risk) 
that margins on other types of 
merchandise are often higher than 
in the purely grocery trade. 


251,747 


ABC net sales 
(JANUARY — JUNE 1955) 


readers 


However, the growth of the 
self-service movement depends 
essentially on whether it shows a 
greater profit than the older and 
more personal type of trading. 

It is in this sphere that the 
published information § avail- 
able is not only sparse but 
also to some extent incon- 
clusive. 


Costs per employee 


A report on self-service pre- 
pared by the Co-operative Society 
containing a number of figures re- 
garding surpluses, wage costs and 
trade per employee, was published 
some time ago, and a few of the 
details can be set out as in the 
accompanying table. 

Of the shops converted, sales 
increases of 10 per cent had been 
fairly general, and in some shops 
they had risen by 20-25 per cent— 


When a woman reads Stitchcraft she’s planning 
to knit, to sew, to embroider, to buy new things for 
herself or her home. She’s in the market for clever 
ideas—ready to consider anything good she sees 
advertised there. With a readership of 800,000 it’s surprising 
a woman's magazine as beautifully produced as Sritchcraft costs 
only £204 A PAGE, as little as 16/6 per thousand sales! 


STITCHCRAFT 


in all cases without employing 
extra staff. 

Another example is contained 
in a report of a statement by 
J. A. Singleton, the managing 
director of a firm in Birming- 
ham. According to the report, 
he stated that two shops in ap- 
proximately similar locations 
were selected for comparison six 
years ago at the time when one 
was converted to self-service. 


NOVEMBER 25. 1955 


The conventional store had since 
increased its turnover by 81 per 
cent, but the re-designed one 
achieved an increase of 171 per 
cent. 

The self-service shop had a 
wages bill of only 5.01 per cent 
of total turnover, while the other 
required nearly eight per cent, 
and the counter service store was 
converted to self-service. 

@ Continued on page 30 


{ Analysis of 


Gross surplus per i of sales 
Net surplus per £ of sales 
Wages costs per £ of sales 


Annual trade per employee 


ABC Net Sales 251,747 copies a month. Type area 8)" x 6° 
£204 page. Advertisement Manager, S. H. BOWDEN, 
Stitchcraft, Great West Road, Brentford, Middlesex. Tel. EALing 6283 


retail costs { 


Self-service Counter 

Shops Shops 

s. d. s. d. 
| 364 3 hv 
| 1 $ . 2 
| 1s 1 % 
| £2,179 £1,982 

Stitchcraft sales up again 


Latest ABC figures 
show yet another increase 
in Stitchcraft sales 


during January-June, 1955. 
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Ox Ly those in the world of selling can know the many 
vehicles and the many roads taken to move consumer 
products from the tightly-pac ked shelves of the retailer. 
The public, aware of press and posters and print and 
films individually, does not recognise them as com- 
ponents of a broad advertising plan. What is equally 
true is that the advertising or marketing man does not 
always appreciate the potentialities of his advertising 
armament as weapons of merc handising. 


Take the two-minute film. Last year a colour film of 


this type was made as part of the launc hing campaign for 
a then virtually unknown brand of canned foods. It was, 
say the advertisers—and the sales charts—an outstand- 
ing success. But it did more than move cans from the 


ADVERTISER'S WEEKLY 


Getting 
the peas 


to 


Peckham 


sheives—it got them on the shelves and in the shop 
“ ws in the beginning. 

It you were to ask the sales force, they would tell you 
u it tingly of the influence of the film section of the 
ad t sing programme upon the retailers’ acce ptan e 
of the product. They would tell you that in the area 


where the film was exhibited, about 4 6°, of the retailers 
concerned gave feature window displays immediately 
before and during the showing. 

Films of this calibre are a potent force in many pro- 
cesses of distribution. Made by the Pearl & Dean 
Group, they demonstrate the universal power and 
popularity of first-class advertising films, It will pay 
you to consider them carefully. 


THE 


PEARL & DEAN 


GROUP OF 


COMPANIES 


harnessing the screen to commercial enterprise 


AND DEAN LIMITED + 33 DOVER STREET 


LONDON - Wel 


SCREEN ADVERTISING : HOME - OVERSEAS - TELEVISION 


AND AT MANCHESTER AND GLASGOW 
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THESE NEW PAPERS WILL 


@) FOR THE BUYER & USER 


First controlled-circulation monthly dealing 
exclusively with office equipment and appliances. 


Sent, free and direct, to the key men who 
specify and buy. GUARANTEED MINIMUM 
CIRCULATION—30,000 COPIES AN ISSUE. 


Full editorial coverage of all types of office 
equipment. Every advertisement will adjoin 
editorial. 


All entries keyed — quick reader-service card 
provided. 


FS ~ oe. te 


OFFICE EQUIPMENT NEWS will go to potential buyers of the highest 
quality—to administrative and management directors, office managers 
and purchasing officers ; to firms with a minimum staff of 100; to 
local government offices, hospitals, etc., with a minimum administra- 
tive and clerical staff of 40 ; to at lecst 5,000 important overseas buyers. 
Every month advertisers will be told to exactly how many Individuals 
in each category the issue is sent. 
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ELL OFFICE EQUIPMENT 


FOR THE MAKER AND SELLER 


First trade paper of its kind for a £50 million 
industry. 


Sent, free and direct, to all who sell office 
equipment. Guaranteed minimum controlled 
circulation—3,000 a month. 


Giving all the news about the trade—for the 
trade. A PAPER WITH ONE AIM—TO 
BOOST SALES OF OFFICE EQUIPMENT. 


With every copy also goes OFFICE EQUIP- 
MENT NEWS. 


OFFICE EQUIPMENT TRACER will meet the urgent trade-paper 
needs of a great, expanding industry. Thousands of retailers now sell 
office equipment, and their number is increasing every year. Through 
the TRADER the manufacturer can announce his product-plans in 
advance; build up his outlets—prepare the trade in every way for 
seliing his products. 


Business Publications Ltd., 180 Fleet St. London, E.C.4 Tei. CHAncery 8844 
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At the same time R. Byrom 
of the Co-operative Wholesale 
Society quoted the results of a 
random check of 14 shops 
operated on the self-service prin- 
ciple by various co-operative 
societies. Six of them actually 
had a lower gross surplus rate 
than comparable stores offering 
counter service. 


Experience of store 


The director of public relations 
at the National Cash Register 
Company Ltd., D. A. C. Butlin, 
discussing the increase in turn- 
over resulting from conversion, 
stated in an article written about 
a year ago that the experience of 
a London department store which 
had converted the whole of its 
food hall into what might be 
likened to an American “super- 
market,” had been an increase in 
weekly turnover of 40 per cent 
as compared with comparable 
weeks prior to conversion. 


The increase was after only 
six weeks of operating the new 
system and the management 
were confident that the sales 
figures would rise steadily until 
they were 70 per cent above 
pre-conversion averages. If 
this result were to be obtained, 
the capital sum invested in the 


ee 


BUILD GOODWILL AND SALES WITH 


Put your name on Ariel Advertising 
Balloons—and you've put the seal 
of success on your merchandising 
campaign. Ariel Advertising Balloons 
give you double advertising value. 
They build goodwill at the point of 
sale, and they carry your advertising 


30 


Switch to ‘super-market’ method 
lifts weekly sales by 40 pc 


conversion would be folly re- 

covered in seven years without 

any increase in prices of the 
commodities sold. 

Generally, reports s of in- 
creased turnover, although few 
specific examples are quoted. 
Sales of foodstuffs by volume 
have increased steadily during the 
years since 1946, but as the 
figures in the National Income 
and Expenditure Blue Book 
show, the percentage increase to 
1954 was only 24, and between 
1948 and 1954, just over 14. 
Hence, the large gains attributed 
and recorded by the converted 
stores can only be at the expense 
of other stores. 


No automatic guarantee 


Self-service cannot be regarded 
as an automatic guarantee of 
greater sales and greater profits, 
because not all premises are suit- 
able for conversion, and space 
available is of prime importance. 
Additionally, the one outstand- 
ing and widely-held doubt, from 
the proprietors’ int of view, is 
the problem of leakage. 

Moreover, as progress in 
conversions continues, and 
self-service stores and perha 

“super-markets” become subi 

ciently mumerous, they will 


and easy to inflate... 


tisers everywhere. 


WAM 


With their brilliant colours, Ariel 
Advertising Balloons can't fail to 
attract attention. Strongly made 
no wonder 
they're the choice of leading adver- 


Use Ariel Advertising Balloons for 


All the arts of 
showmanship are 
employed in the 
United States when 


special displays 
and promotions 
are _ organised 


Shown here is one 
of the stands spon- 
sored by the Fair- 
mont Foods Com- 
pany to promote 


their new 
Hawaiian pine- 
apple ice cream — 
with ‘‘Miss 


Hawaii” as an ad- 
ditional sales aid 


start competing against each 
other and another new phase in 
retail competition will begin. 
Finally, will self-service in the 
long run benefit retail trade as a 
whole and those who work in it ? 
As regards the latter a docu- 
ment prepared by the Union of 


Shop, Distributive and Allied 
Workers has recently been pub- 


lished. The report contains the 
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FAIRMOMT 


ICE CREAM— 


results of an inquiry covering 
1,112 co-operative self-service 
shops and includes not only 
statistical material but also in- 
formation derived from direct 
interviews with those working in 
the shops. 

One of the possible dangers in 
the eyes of those already em- 
ployed was that the introduction 


@ Continued on page 32 
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ADVERTISING 


BALLOONS 
The Worlds Best Sellers 


LEWIS KNIGHT & COMPANY 8 Chingford Mount Road, London, E.4 @ LARkswood 2241/2 


message through the streets and 


your next campaign. We'll be glad 
right into the house. 


to send you samples and prices. 
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for poster sites which do their job and clinch the sales to complete 
the campaign throughout Scotland, North East and 
North West England, North Wales, Northern Ireland and Eire. 


— 


DAVED ALE E WM & David Aties & Sons Ltd., 7, Buckingham Palace Gardens, London, S.W.1. 
——— Telephone: SLOane 0711. Telegrams: Advancement Sowest London. 


Area Offices in Glasgow. Newcastle upon Tyne, Liverpoo!, Belfast, Dublin. 
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and now! 


SWEETS and 
TOBACCO 


RETAILING 


the NEW trade journal with 
a *21,000 ABC circulation 
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Report on self-service 
lists retail benefits 


of the new system would lead to 
a reduction in staff and to dis- 


| missals. The report states, how- 


ever, that not a single dismissal 
had taken place. Far from self- 
service leading to under-employ- 
ment, there had often been the 
need to increase staff—perforce 
female staff. 


Views of workers 


As regards working eonditions, 
three out of four workers liked 
working in the new type of stores 
and fewer than five per cent dis- 
liked it. Some 65 per cent 
thought the work easier and 10 
per cent thought the work harder. 


| The original fears of dismissals 


and of intensification of work 
thus appear to have been 
groundless. But there is no evi- 
dence that a part of the resulting 
saving in labour costs—where 
they have been made—has 
resulted in specific or easily 
identified improvements in the 
pay of the employees. 


USDAW inquiry the new 
system appears to be a success 
so far as the customer is con- 
cerned. 


One often has the impression 
to-day that shops are open, and 
buses and trains run, not with 
the primary object of providing 
the service for which the cus- 
tomer is paying, but more for 
reasons of habit. Inevitably, 
with a shortage of labour all 
round, problems of man-manage- 
ment are great indeed and any 
development which leads to a 
greater degree of satisfaction on 
the part-of the customer (and 
which is provided without the un- 
economic use of resources and at 
the same price) is to be 
encouraged. 


Covering the cost 


So far, reports suggest that 
labour is being used more 
economically—a factor which to- 
day is of prime importance not 
only in retail trade but also 


| It is difficult to be precise nationally. The reduction in 
| about the savings in labour costs, labour costs (and, assuming in- 
i but the statement has been made creased trade follows from the 


| that grounds exist for believing 


that the wages cost per £1 of 
sales may be 2d. or 3d. lower 
than in counter service shops 
net results, however, vary a great 
deal. For example, 57 per cent 


conversion) could cover the addi- 
tional capital required to equip 
a self-service store and result in 
real and money savings. 

At the present time, the pas- 
sing on of the savings to the 


of the shops are reported to be customer in a reduction in price 
doing better with seli-service and is restricted by resale price main- 
28 per cent have estimated that tenance. But with the growth in 
they were doing about the same the movement and the entry of 


No conclusions have been 
reached regarding the advantages 
to be derived from specialisation 
as compared with interchange- 
ability in the work performed by 
employees. 

As regard benefits to the re- 
tail trade as a whole, perhaps 
the first point to make is that 
from the results of the limited 


some of the large multiples into 
the arena, competition one 
against the other may well lead 
to the promotion of their own 
brands—a feature already exist- 
ing in at least one multiple which 
at present has counter-service— 
backed by advertising and their 
own reputations—and to reduc- 
tions in prices. 


*This new monthly trade journal is | 
the only medium covering the newsagent/confec- | 
tioner and tobacconist. Published in conjunction with the 
National Newsagent it is a ‘ must’ for your 1956 cam- 
paigns. 


Specimen copies, rates and circulation breakdown on 
application to : 
J. W. M. GILLVRAY, Advertisement Manager, 
Sweets and Tobacco Retailing 
149, FLEET STREET, E.C.4. 


A general view of Prideaux's store in a London suburb. This estab- 

lishment recently went over very successfully to a system of full 

| self-service for meat. The packaging arrangements were carried out in 
co-operation with British Cellophane Lid. 
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Mi 


DIVIDED BY A MILLION 


ji here are three kinds of lie, declared some sage: to | ad. Digest readers are the kind of people 
lies, damned lies, and statistics. who ) fluence others —and they’re well above the 

However, even though statistics sometimes con- nati: \| average in spending power. For adver- 
tradict each other, advertisers have to use them. tiser who think their advertisements deserve to 
For example, a lot of advertisers were interested to be and thought about, not glanced at and for- 
note that The Reader’s Digest now guarantees a got\:. The Reader's Digest offers one of the most 
million circulation, a figure nobody can dispute imp .'ant media in the land. 


or ignore. But there is more to choosing media than 


counting heads—even a million of them. Adver- — ee 
tisers are vitally concerned with what goes on in 
those heads, and whatis their common denominator. co LOU R ? CERTAINLY! , 
For any paper or magazine has already done a Any second colour you want at only £25 extra per 
selection job for the advertiser —it has sold itself ae pow cfr Sipest's oh en 
to people who have a common denominator which press costs only 20°/, more than black and white. 
makes them choose it. 
' The common denominator of the several million B LE E D ? OF COURSE! 

* men and women who read The Reader's Digest is _ Both pages and half pages can bleed: 40°/, more 
that they read. The Reader's Digest is written to — space at only 10°/, more cost. 
be read, bought to be read, passed on to others Ce te tn ee 


A MAGAZINE FOR READERS, WITH A GUARANTEED MILLION SALE 
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SWEETS and 
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RETAILING 


the NEW trade journal with 
a *21,000 ABC circulation 


November, 1955 


on the counter 


*This new monthly trade journal is | 


the only medium covering the newsagent/confec- 
tioner and tobacconist. Published in conjunction with the 
National Newsagent it is a ‘ must’ for your 1956 cam- 
paigns. 


Specimen copies, rates and circulation breakdown on 
application to : 
J. W. M. GILLVRAY, Advertisement Manager, 
Sweets and Tobacco Retailing 
149, FLEET STREET, E.C.4. 
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_ Report on self-service 
lists retail benefits 


| of the new system would lead to 

| a reduction in staff and to dis- 
missals. The report states, how- 
ever, that not a single dismissal 
had taken place. Far from self- 
service leading to under-employ- 
ment, there had often been the 
need to increase staff—perforce 
female staff. 


Views of workers 


As regards working eonditions, 
three out of four workers liked 
working in the new type of stores 
and fewer than five per cent dis- 
liked it. Some 65 per cent 
thought the work easier and 10 
per cent thought the work harder. 


The original fears of dismissals 
| and of intensification of work 
| thus appear to have been 

groundiess. But there is no evi- 

dence that a part of the resulting 
saving in ilabour costs——where 
they have been made—has 
resulted in specific or easily 
identified improvements in the 
pay of the employees 

It is difficult be precise 


about the savings in 
but the statement | 


hour costs, 
is been made 


| that grounds exist for believing 
that the wages cost per £1 of 
sales may be 2d. or 3d. lower 
than in counter service shops 
net results, however, vary a great 
deal. For example, S7 per cent 


of the shops are reported to be 
doing better with seli-service and 
| 28 per cent have estimated that 
they were doing about the same 
No conclusions have been 
reached regarding the advantages 
to be derived from specialisation 
as compared with interchange 
| ability in the work performed by 
| employees. 
As regard benefits to the re- 
tail trade as a whole, perhaps 
| the first point to make is that 
from the results of the limited 


USDAW inquiry the new 
system appears to be a success 
so far as the customer is con- 
cerned. 


One often has the impression 
to-day that shops are open, and 
buses and trains run, not with 
the primary object of providing 
the service for which the cus- 
tomer is paying, but more for 
reasons of habit. Inevitably, 
with a shortage of labour all 
round, problems of man-manage- 
ment are great indeed and any 
development which leads to a 
greater degree of satisfaction on 
the part of the customer (and 
which is provided without the un- 
economic use of resources and at 
the same price) is to be 
encouraged. 


Covering the cost 
So far, 


reports suggest that 
labour is being used more 
economically—a factor which to- 
day is of prime importance not 
only in retail trade but also 
nationally. The reduction in 
labour costs (and, assuming in- 
creased trade follows from the 
conversion) could cover the addi- 
tional capital required to equip 
a self-service store and result in 
real and money savings. 

At the present time, the pas- 
sing on of the savings to the 
customer in a reduction in price 
is restricted by resale price main- 
tenance. But with the growth in 
the movement and the entry of 
some of the large multiples into 
the arena, competition one 
against the other may well lead 
to the promotion of their own 
brands—a feature already exist- 
ing in at least one multiple which 
at present has counter-service— 


backed by advertising and their 
own reputations 
tions in prices. 


and to reduc- 


A general view of Prideaux's store in a London suburb. This estab- 

lishment recently went over very successfully to a system of full 

self-service for meat. The packaging arrangements were carried out in 
co-operation with British Cellophane Lid. 
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DIVIDED BY A MILLION 


i here are three kinds of lie, declared some sage: to | ad. Digest readers are the kind of people 
lies, damned lies, and statistics. who \ fluence others —and they’re well above the 

However, even though statistics sometimes con- nati: 1! average in spending power. For adver- 
tradict each other, advertisers have to use them. tiser who think their advertisements deserve to 
For example, a lot of advertisers were interested to be and thought about, not glanced at and for- 
note that The Reader's Digest now guarantees a gott:.:. The Reader's Digest offers one of the most 
million circulation, a figure nobody can dispute imy.'ant media in the land. 


or ignore. But there is more to choosing media than 


counting heads—-even a million of them. Adver- ee 

tisers are vitally concerned with what goes on in 

those heads, and whatis their common denominator. co LOU R ? CERTAINLY! 
For any paper or magazine has already done a Any second colour you want at only £25 extra per | 


page—£15 extra for half a page. And full colour 


selection job for the advertiser —it has sold itself inting on The Reader's Digest's heat-set rotary 


to people who have a common denominator which press costs only 20°/, more than black and white. 
makes them choose it. 
, The common denominator of the several million B LE E D ? OF COURSE! 
* men and women who read The Reader's Digest is ~ Both pages and half pages can bleed: 40°/, more 
that they read. The Reader's Digest is written to — —« "ace at Only 10%, more cost. 


be read, bought to be read, passed on to others 
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A MAGAZINE FOR READERS, WITH A GUARANTEED MILLION SALE 
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To Advertising Managers 


with Direct Mail Responsibilities 


You've got to be pretty versatile we know. From 
smoke signs to statistics, from free samples to film 
shows, everything comes your way. But there's one 
field where you can sit back and let someone else do 
ne the worrying. With Direct Mail BIA can take your 
oy problems from you, and help you plan your 
campaign from start to finish. Our mailing lists are 
the most up-to-date, most comprehensive in the 

, country. For a hard hitting campaign, the kind to 

fe warm your Sales Director's heart, call in BIA —ear/) 


The first step is to ask your secretary to send for a copy of our “ Mailway” Catalogue 
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TIVHE fierce competition to be 
found in the cosmetic 
market can hardly be matched 
elsewhere in the retail field 
For that reason every new item 
must be promoted with the 
utmost care and completeness 
That was the case when 
Richard Hudnut brought out 
their “Beauty Series™ line 
Thus it was that by the spring 
of this vear the products of the 
series were selling well. Yet it 
was felt that they could be sold 
better As the Hudnut people 
saw it three things were still 
acaing 
® Knowledge on the part of 
the public that these pro 


An important feature in the win- 


dow displays organised in this 

promotion was a large photo- 

graph portraying English feminine 

loveliness at its best. The photo 

graph on its own is reproduced 
at the top of the page 


products, the 
forces to 


ducts “were the best on the 
market.” 

@A sudden stimulus to the 
public to make them sit up 
and become aware otf 
Richard Hudnut cosmetics 

@A concentration of window 
and counter displays of the 
“Beauty Series” im every 
part of the country ar th 
same time to support the 
advertising 


Power of service 


The decision was therefore 
made to promote the series by 
the use of the prestige of Voeu 
and the power of the Vogue 
merchandising service In this 
way they would get at the public 
and the trade simultaneously 
and make the trade conscious of 
the importance of Richard Hud 
nut, Such a method of promo 
tion, it was realised, would make 


the 1,250,000 readers of Vogue 
well aware of the Richard 
Hudnut products and give them 
a will to buy them. Displays 


moreover, would be arranged 
widely everywhere during the 
.” 


period May 26 to June 22 


Three-fold aspect 


his promotion was arranged 
with three aspects 
@A three - page section of 
Richard Hudnut “Beauty 
Scries” advertisements in the 
June issue of Vogue 
@ A mailing shot by the Vogue 
merchandising service to 
2,000 selected customers 
@ Follow-up by the Richard 
Hudnut sales force 
The theme of the sales drive 


was expressed in the phrase 
“Richard Hudnut and ‘Vogue 
present the Fair and Peachy 


look The use of a photograph 
to portray English feminine lovel: 
ness at its best, it was agreed, 
should play a large part in linking 


had to be comprehensive .. . 
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Competition was fierce and rising—the campaign 


How to merchandise 


a new look 


In order to promote (he whole range of Richard Hudnut’s “Beauty Series™ 


manufacturers and Condé Nast Publications Ltd. joined 


sements to the window 
d The whole range of the 
Series was covered by 


f the planning be 
ird Hudnut and Condé 
cations Ltd., the three 
ity Series” advertise 
e June issue of Vogue 
ed as follows 

Z k and white advertise 
presenting the theme 

« ‘lack and white adver 
nts with editorial in the 


. yur 


page advertise 
presenting the whole 
ty Series.” 


ction of the Vogue 

lising service 18 to get re 

d manufacturers work 

in order to win the 

Poo 

Ihe pre-selling in this cam- 

paice was an important facto: 

of is success, Cosmetic buyers 

and = display managers ol 

stores and chemists were ad- 

vised of the forthcoming ad- 

vertiscments and display 
material well in advance. 


maximum sales volume for things 
idvert 1 in Vogue, and in this 
il! the activity was under 
[ efforts of the 
R i Hudnut sales representa 
t ho toured the country call 
ng n the retail outlets and 
rganising stocks of products and 
display material. For their part, 
chandising service advised 
by means of a Vogue designed 
buyers and 
display managers of stores and 
chemists about the forthcom 
ing advertisements and display 
material 
In this way, by the time the 
advertisement feature appeared in 
Vogue for the public to read, 
cosmetic departments throughout 
the country were ready for them 


i by the 


the mx 


srochure) cosmetic 


introduce and popularise the “Fair and Peachy Look.” 


re 


FAIR-ANO-PEACHY 


Hew dete ate Sow tomes oe the apell of 
syreng | Vong mension end pong green ” 
pares oe fe cheers Fag rtewe ol teberwmmem 
. ee 
fer ond gratis bk over al 
hevehy ereme fhe Gy Noomeneme | Ve poner 
drome — the pure, bee cobeare of 
seri Bowers Pow your shen — the drheste 
Parad of joo hewn thee worm ghee ing 
tomes of the beers ot oe 
FAIR AND PEACHY bot, with Rachort Medeor 


cerhemng ore mks op ber epring. 


advertise 
ments placed in the June issue of 


This was one of the 
b ogue lt was accompanied 
hy other advertisements including 
notably a full-colour page 
presented the entire 
Beauty Series 


which 


range 
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SOMETHING TO THINK ABOUT 


The NOVEMBER 26th issue is the largest ever published by 
JOHN BULL. It contains the greatest colour and monotone 


advertisement investment in the history of the magazine i 


This outstanding 72-page issue is a dynamic part of JOHN BULL’s brilliant Autumn/Winter Programme 
planned to make more triends and build bigger audienecs 

As you might expect, the magazine that consistently publishes Britain’s finest writing, dramatic features 
exciting pre-book publications, and unsurpassable illustrations, is first-class entertainment for reader: 
and powerlul selling tor advertisers. 

The public has a decisive wav of rewarding this editorial excellence. Week atter week it places morc 
orders for home deliveries (JOHN BULL leads in home-delivered sales). These sales are an accurate 
record of readers’ lovalty and a Magazine "s vitality; the MAC AZ IN that tamilies have delivered is the one 
they read—and respond to. Each year more and more astute advertisers are recognizing the sales impact 
of this reader-conhidence. 

And to make advertising pounds go further, JOHN BULL has the lowest rate per 1,000 of all general 
weeklies. Nowhere else can vou reach a tamilv audience of such size and loyalty at such low cost. 

! 


There you have it! Editorial excellence, notable authors, accumulated goodwill, circulation leadership, 


home-delivered influence, lowest advertising rates; all add up to make JOHN BULL one of the 
best advertisement investments in Britain—and something to think about when you think 


about adv ertising. 


of OHN BULL 


THE MAGAZINE GOOD {DING 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96 LONG ACRE, LONDON, 
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Commercial Spotlight 


NovemBer 25, 1955 


A girl on the flying trapeze who 


makes hard selling points 


HOSE at Kayser Bondo: 
must be feeling very 
pleased with themselves. They 
have an ideal spot, smack in the 
middle of the Liberace show 
(which has a formidable female 
following), and a commercial 
which may be almost guaran- 
teed to “drag them in off the 
streets ! 
True, the plug starts off a little 


ponderously with a “Now, our 
roving camera reporter Drings 
you " Jead in, which rathe 


suggests we are to investigate the 
ravages of some disease. How 
ever, this is somewhat mitigated 
by a pair of cute cartoon char 
acters who fly us over the bridge 
to the pertinent scenes 


Taking the treatment 


In the two commercials I saw 
there was a very good-looking 
girl clad in dancing costume and 
full-length nylons. In one com 
mercial, she was seen hanging 
upside down from a trapeze, in 
the other doing a little spirited 
skipping 

Both these scenes subtly 
convey that these stockings 
will take rough treatment 
without laddering, a selling 
point that is put across with no 
verbal claim, and I did not 
miss the fact that, in at least 
one of them, there was a very 
smooth matched dissolve from 

a showcard to the same picture 

in live action. 

We then proceed to some good 
close-up shots where the selling 
claims are made. Even as a mere 
male, one registers the fact that 
these stockings “bend easy” and 
that one could not help doing so 
(close-up of a knee flexing, and 
the nylon doing all! the things it 
should do). This was followed by 
an illustration—again graphically 


presented—of the “stay put heel” 
where some technical business 
with the seam prevents § the 


stocking from becoming mobile 
once it’s put on, 


In working clothes 


Bringing the commercial 
smoothly back to earth and the 
girl in the street, we have a scene 
where the nylons are worn by a 


model in a working skirt and 
shoes The voice goes into 
purely feminine detail of sizes 


and then the masculine detail of 
price. The slogan, “The nylons 
with the flair for wear,” closes 
a very slick commercial 


By TELETASTER 


O 


Kayser 
Teletaster this « 


1 scene from a 
opineEn of 


It is a commercial which will 
hold the interest of the female 
section of the audience who hope 
that by wearing these nylons they 


might look like the legs in the 


picture. At the same time it will 
hold a male audience, by the 
surest method known, and also 


: that if the viewers 
wife/girl-friend this 
brand, they will be doing the 
right thing for once—and, who 
knows, maybe she will look like 
the girl on the flying trapeze 


give the feeling 
buy _ the 


The shorter item 


Up till now, I have refrained 
from commenting on some of the 
shorter commercials that make 
up our evening viewing This 
was done on purpose, because 
a 15- or seven-second item needs 
to be lived with for a good while 
before one can really express an 
opinion 

Is it merely due to my personal 
viewing habits, or were these com- 
mercials conspicuous by their 
absence over the last week ? 

The short plug, if used pro- 
perly, can be very effective, 
and it would be a pity if the 
advertisers were to drop them 
just because they did not 

double sales after the first 13 

weeks ! 

It could even be said that short 


pope 


a! 


Bondor 


television cé 


loes a good selling 4) 


commercials are just about the 
most economical buy for the 
advertiser at the present rate 


of cost-per-thousand audience 
There are many products which 
need only to establish a brand 
and a slogan This may be 
because they are thought to have 
no sales story and no sensible 
reason why they can really claim 
(without indulging n fiction) 


their goods ire Detter 
of the same kind 

This is a sad matter for anyone 
who spends his life, or the 
major part of it, making or sell 
ing a product which can be con 
sidered no better or worse than 
any of its competitors. But it too 
does, of course, happen 


Way ahead? 


Also, there are the advertisers 
who consider that they do not 
have to advertise—their product 
is so way ahead of any other in 
sales that they feel that all they 
have to do is mention the name 
once in a while 

Whether or not these modes of 
thinking are wise does not here 
concern us, but for both such 
categories of advertising. as well 


than others 


as many others, the 15-second 
spot, and the time signal, are 
economically the most effective 


at the moment 


In the words of one advertiser, 
leave the entertaining to the pro- 
gramme contractors and let 
us do the selling How much 
money and effort would have 
been saved if some of the adver- 
tisers had left out the yards and 


yards of irrelevant material that 
we have seen during the last few 
weeks ? When, let us face it, 


all they really had to say was 
contained in the last few seconds 
of the commercial 
Because a short commercial 
does not run the risk of out- 

Staying its welcome, it can 

afford to be brazen. If, at the 

same time, it is lively, attention- 
getting and amusing. so much 
the better. 

In this category | would men 
uon Red and White cigarettes 
Although one could question the 
advisability of always depicting 
some scene of disaster (such as 
a man drowning, etc.) the slogan 
‘just right for the man who in 
hales’ has become a_ byword 
One would venture to say that 
the brand name, new to this sec 
tion of the market, is now well 
known to all commercial tele 
vision viewers. On the whole. 
these time spots have amused the 
audience and implanted a sub 
conscious recognition point for 
the professional smoker 


Showing old version 


Compare the cost with that in 


curred by another cigarette 
brand which bought two full 
minutes of time, to show an old 
cinema advertising film which 
must by now be well known to 
every cinema-going adult in 
Britain—only to finish up with a 
two-word slogan, “Players 
Please % 


One cannot help recalling an 
American spot used by one of 
the leading watch manufacturers 
It was simply this 

A shot of a clock showing the 
time with the brand name printed 
round the dial in clear letters 
The sound track consisted of a 
chime, then a man’s voice saying 
undramatically-—“It is now 9.15 
B-U-L-O-V-A . Bulova Watch 
Time!” 

That was all 

Yet this company, 
largest watch makers in the 
world, could have afforded 
almost any length of commercial! 
they wanted. Instead they re- 
peated this commercial several 
times a day. It was helpful, one 
got into the habit of checking 


@ Continued on page 40 
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ABC certified net sale January/June, 1955 


By far the largest sale of the financial weeklies 


INVESTORS’ CHRONICLE 


the only financial weekly with an ABC certificate 
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g Are you 
waiting in 
29, — the queue 
‘ (a for 
BUS 
POSTER 
__. SITES? 


RING 
op. B. LAWRENCE | 


about their new 


TRANSPOSTER 


SERVICE 


%& Standard Double Crowns and 48" « 20” posters can 
now be used, exactly as they are, on T.8.L. Van sites. 


¥ q 


— 


a 
©) 


L . 


The T.B8.L. * Transposter ' Service means that you can now double 
the impact of your transport advertising by using two popular 
sizes of bus posters on the 20,000 van sites available throughout 
the country without extra printing or design costs. Posters lying 
idle through lack of sites can be put to immediate use, or you can 
go ahead with a Transposter campaign on van sites and extend it to 
buses directly the sites fall vacanc. 

Van advertising mot only covers the busy shopping centres, but 
allows your message to be seen where no other poster sites are 
available. it is equally effective for large or small, local or national 
campaigns. Remember, every van site is a mobile solus site—and 
very . too! 


Full deta:!s semt immediately on request 


T. B. LAWRENCE LIMITED 


CHAncery 6677 


3-4 Clements Inn, London, W.C.2. 


THE ORIGINATORS OF VAN POSTER ADVERTISING 
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A ‘miserable optical’ 
breaks the spell 


one’s watch by it—and when one 
went to buy a new one, and the 
shop-keeper offered many brands, 
one felt automatically that 
Bulova was a brand one knew, 
and could trust to be on time. 

Compare this with the West- 
clox commercial and you have 
the reason why one has to live 
with a time check or 15 second 
commercial for some time before 
passing judgment. 


100 per cent recall 


The Westclox spot seemed to 
do all the wrong things. It was 
annoying. One had an instinctive 
feeling of wanting to turn off the 
set. I have not heard it for some 
time, and yet all 1 do remember 
is the fact that it was annoying, 
and nothing else about the 
format or selling line stays in the 
mind. But Bulova, I have not 
heard for two years — but the 
sales effect is as strong as ever, 
and the recall is 100 per cent! 

Bev, on the other hand, 
although unimaginative as to art 
work, is remembered quite well. 
A bottle zooming into close-up, 
followed by a cup of steaming 


coffee. Very simple, very much 
to the point — and easy on the 
budget. 


On the minus side, Amplex ap- 
peared with a short commercial. 
Here, a car complete with girl at 
the wheel was seen at the door 
of a house. A young man, about 
to greet his parents, presumably, 
was checked by “Don't forget 
the Amplex” by the damsel. 

This is going a bit far isn’t it? 

Are we supposed to think that 
they have been out drinking too 
much, or that the young man 
smells like that all the time. If 
so why does the girl go out with 
him? 

In either case, the commercial 
does not create good feeling. 
Most of us will recognise. that 
these little tablets do come in 
useful. Why not then slant the 
selling angle in that direction? 


Effective and simple 


The VP wine people have a 
good 15 second gimmick. 

A girl inquires whether or not 
we are enjoying the programme, 
the camera draws back to show 
her peering out from a television 
screen and we see that we are in 
a living room with a young 
couple pouring out a glass of 
wine. The dialogue then finishes 
with the suggestion that now is a 
good time for VP wine. It is 
all very effective and very simple 
and, following up, as it does, the 
poster campaign one cannot help 


feeling that it is worth every 
penny spent. 
* * * 


To CONCLUDE, let us comment 
on yet another aspect of com- 
mercial presentation that requires 
a certain passage of time before 
judgment. This concerns the 
method used by the programme 


contractors to portray a “recog- 
nisable break.” 

I have watched and prayed that 
they would do something about 
that terrible star that zooms in 
and out in between programme 
material. Considering that vast 
sums of money were spent in 
sending various executives to the 
United States to study techniques 
it is impossible not to fee] sur- 
prise that so unimaginative a 
method is used to denote a com- 
mercial. There are so many ways 
in which it is feasible to herald 
a commercial, all of them have 
their time and place and do not 
involve the use of the same old 
worn out optical! 

That this particular image is 
psychologically ominous must 
surely be apparent even to the 


dullest programme manager. 
What is the most disastrous and 
violent thing one can imagine 


having happen to one’s television 
set? Naturally, having someone 
put their foot or throw a brick 


One of the top stars of 
commercial television—Oxo- 
selling Sooty—will be giving 
matinee performances at the 
Adelphi Theatre, London, be- 
On 


makes the first-ever charity 
appeal on BBC Children’s 
Television. 


through that expensive tube. 
And what does that star look 
like? Just that! 

Every time the screen is split 
by that star, there is a tendenc 
to flex one’s self and switc 
things off. On the cinema screen 
this optical could not matter less. 
Even the housewife knows that 
the picture is only on a white 
sheet and the machine is in a box 
up above the back stalls. How- 
ever, when the very heart of this 
expensive electronic gadget 
appears to leap at one from a 
oroken screen, it is every man 
for himself. 

are many other factors 
which weigh against this miser- 
able optical. For one thing, it 
is one of the slowest scene 
changes employed. If anything 
required pace, it is television 
commercials. Do not, please, 
give the viewer the chance to 
get unglued from that screen. 

Once the spell is broken, the 

mind and the body can wander 

anywhere. 

A straight cut from one com 
mercial is as good as anything 
The pace is speeded up and 
viewers soon become accustomed 
to it—just another small point 
needing imagination and the con- 
fident knowledge of how much 
the viewing audience will take. 

We are going to find out that 
they will happily accept much 
more before this new medium 
settles down as part of the 
British Way of Life. 
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From an Aer Lingus full-colour cartoon filmilet 


Can the Man-with-the-Gong 
give wings to YOUR sales curve? 


MANY AND VARIOUS are the sales problems 
that have been solved by putting the product on 
the screen. The impact of screen advertising has 
to be seen to be believed; and it is seen—it is be- 
lieved. That’s the reason for its record of suc- 
cesses. And who better than the Man-with-the- 
Gong—symbolising the Rank Organisation—to 
produce and exhibit your cinema advertising? The 
experience is there, the equipment is there, the 
techniques, the creative imagination, the stars, 


the cinemas—all are there, and their collaboration 


pressed not only in filmlets such as the Aer 
Lingus example shown here, but also intwo-minute 
and in the popular monthly magazine-film 
‘Tips’ and its younger sister ‘‘Shop’’, which starts 
its career in January. 

It may well be that the Man-with-the-Gong 
could improve your sales picture. Let him at least 
examine your problem, and see what he makes of 
it. All the Rank screen advertising activities are 
centredinJ. Arthur Rank Screen Services Limited, 


11 Hill Street, London, W.1. (Grosvenor 6353). 
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Exhibition World 


Salesmanship and showmanship 


are the twin keys to success 


Says Our EXHIBITIONS CORRESPONDENT 


TINHANK Goodness! At 

long last exhibition organ- 
isers are realising that they 
can no longer be complacent 
and that they have got to 
employ both salesmanship and 
showmanship to put over their 
shows. 


The old ideas of “They will 
come along anyway, they always 
have,” and “Old Fred will al 
ways take space” are out of date 
The advent of more exhibitions 
in recent years has meant that 
selling space and getting in the 
buyers and the publit is not so 
casy as it was during the palmy 
days after the war, when the 
‘sellers’ market” prevailed 

As was wiscly pointed out in 
a Statement issued by Vauxhall! 
Motors in connection with the 
recent screening of an excellent 
film on salesmanship, “For 16 
years or so the salesman, if he 
has existed at all, has been an 
‘allocator’ rather than a man 
who sells. Now, in nearly every 
industry, he is once again in 
demand.” 


BIF preparation 


Recent examples of the realisa 
tion of the need for salesmanship 
and showmanship were provided 
by BIF Ltd., Associated Iliffe 
Press, the organisers of the Cycle 
and Motor Cycle Show, and the 
organisers of the Building Exhi 
bition, 


The BIF, for the first time, 
held a press reception at the 
Waldorf Hotel a few weeks ago 
and Kenneth Horne gave the host 
of invited pressmen an outline 
of the progress so far made in 
organising the two fairs to be 
held next year. This brief talk 
was backed by a detailed state 
ment and background notes for 
those who wanted more infor- 
mation. Executives from both 
the London and Birmingham 
ends of the fairs were present to 
answer questions 


This press reception, four 
months before the first London 
fair opens next February, not 
only resulted in an excellent 
press, but also put the BIF on 
a human footing with the press 
representatives and made them 
“BIF conscious.” 

Associated Iliffe Press, pub- 


e ws 


A LEMITED 


At the Dairy Show the old and 


the new were comi f n th 


Venesta stand which showed the uses of aluminium foil, « iwhkaging 
medium very well suited to meet the self-service cha 


lishers of Mechanical Handling, 
organisers of the Mechanical 
Handling Exhibition which is to 
take place at Earls Court next 
May, have also realised the im- 
portance of informing the press 
of their plans well in advance. 

A few wecks ago they invited 
several hundred members of the 
national and trade and technical 
press to the showing of an excel 
lent 30-minute colour film, 
“Mechanical Handling on Show,” 
which reveals the tremendous 
scope of the event and provides 
a pictorial record of some of the 
main exhibits 


Selling by film 


Apart from providing valuable 
publicity, this film (which is to be 
shown to potential overseas 
buyers and various trade organi 
sations), should prove an im 
portant space selling medium 

On the publicity side I was 
interested to hear from Hillary 
Watts, public relations officer of 
the Cycle and Motor Cycle Show, 
that a special display has been 
touring the suburbs of Greater 
London and several towns in the 
Home Counties advertising the 
show 

The display took the form of a 
symbolic figure holding in one 
hand a pair of reins going for- 
ward to two bicycles, a motor 
cycle and a scooter, and in the 


other, a banner on which was 


written “Earis Court The 
tableau was mounted on the plat 
form of a lorry and around the 
sides were coloured signs, using 
Day-Glo paint, advertising the 
show 


Sound and light 


The tableau was floodlit after 
dark, and the attention of the 
public was drawn to the display 
by the playing over an amplifie: 
the theme song “Daisy Bell 

Real showmanship like this is 
certain to bring good results 

The value of giving the pre 
details of an exhibiti well is 
advance has also been realised b 
the organisers of the Buildin 
Exhibition 

A fortnight before the show 
opened at Olympia, members 
the press were invited to an in 
formal reception by Mrs. H. A 
Montgomery, the organiser of the 
event 

The fact that the guests 
received a copy of the exhibition 
catalogue caused qlite a sti 
because a catalogue 14 days in 
advance of a show is an unheard 
of thing. Alt a number of exhibi 
tions they are not available until 
the opening day 

Yes, it certainly looks as if ex 
hibition organisers are realising 
their days as “allocators” are 
over 
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Cycle Show 
programme 


T HE official programme for 
the Cycle & Motor Cycle 
Show (held last week at Earls 
Court) was visualised and de- 
signed by Longleys and Hoff- 
man Ltd. in co-operation 
with the British Cycle and 
Motor Cycle Manufacturers’ 
and Traders’ Union Ltd., with 
the intention of creating a 
new format and a modern 
presentation in show cata- 
logues. 


A successful balance was 
sought between somewhat in- 
evitable factual information 
and the atmosphere of the 
“joys of the open road” both 
in relation to motor cycling 
and cycling. For appearance 
and readability, advertisements 
and editorial were so arranged ¢ 
that each in its particular 
sphere gave uninterrupted 
presentation. 


Display of 
foil wraps 


THE RAPID increase in self- 
service stores, allied to the 
impact of commercial television 
on modern marketing methods, 
was reflected at the recent Dairy 
Show by the very marked 
emphasis on the importance 
of packaging. 

This fact was thrown into 
sharp relief on the stand of 
Venesta Ltd... where the old 
combined with the new to 
llustrate the advances made in 
the employment of aluminium 
foil for dairy produce. Here the 
simplicity of a Georgian shop 
with a paved forecourt, gave an 
effective contrast for the display 

Venesta foil milk capping 
strips, and butter, cheese and 
cooking fat wraps—-all excellent 
examples of hard selling, eye 
appealing packaging 


Result of survey 


An important part of the stand 
was devoted to showing a variety 
rinted and embossed Venesta 
foil butter wraps This was 
particularly significant, in view o! 
the recently published Daily 
Herald survey on the buying 
habits of housewives (Report 
Vumber Five: Butter and 
Margarine), which stated that 71 
per cent of women do not know 
the brand of butter they buy 
Reviewing this situation, 
P. Hartland-Swann, the Venesta 
foil sales executive, has said 
“Evidently there is a great oppor 
unity for branded butters which 
have well-designed wraps with 
striking eye appeal. In our view 
the bniliance alone of Venesta 
@ Continued on page 44 
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‘dll 


| ANY NUMBER 


é For bigger and better enlargements 
for photographic prints in quantity 


CALL IN 


CARLTOGRAPH> 


WATERLOO 6544 


44-50 LANCASTER STREET, LONDON, 


3 The Parsonage, Manchester. Blackfriars 4052 


$.B.1% 


Plain Speaking | 


Sir Richard (‘“Tatiler’’) Steele had a smal! theatre 
built for his private use. As it neared completion, 
he thought to make trial of its acoustics. Going, 
therefore, to the back of the gallery, he bade the 
builder address him from the stage, saying what 
ever was uppermost in his mind 


Whereupon, “Sir Richard!" intoned the worker, 
“For three months me and my men has been work- 
ing without seeing the colour of Your Honour's 

money. We shall be obliged if you will pay...” 

“The articulation,”’ interposed Steele, 

“is perfect, but the subject-matter is 
beggarly.”’ 


Use a GRANT PROJECTOR for 
visualising, choose your own subject- 
matter and adapt it to your liking 
The Projector will give you perfect 
reproduction, reduction or en 
largement. By the time it has 
worked three months for you 
it will have gone a long way 
towards paying for itself 
in time and labour saved 


1 worry avoided and results 
/ achieved. 
“ 
° ° ° 
s 
p The GRANT PRODUCTION 
co. LTp., 4 Rathbone 
Place, \ 


London W.i 
(Museum 8717), 47 Cort 
wall Street. Birmingham 
Central 4131) and 7 Littl 
Park Street Coventr 
soventry 64978 
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Many brain waves ready 
for schoolboys’ show 


foil undoubtedly establishes a 
brand which, despite its quality, 
might otherwise ass unnoticed 
and—worse—unsold.” 

Apart from butter wraps, con- 
siderable advances have been 
made by Venesta in the field of 
milk bottle capping strips. In 
this connection specimen reels of 
the new Venesta .040 m/m cap- 
ping =. were displayed at the 
show. milarly, a wide new 
range of capping a designs 
were exhibi uded a 
range of 12 fruit ion which 
have been red in anticipa- 
tion of a Tider sale of fruit- 
flavoured milks. 


| 200,000 gate | 
| 


THERE ARE few exhibitions in 
London which allow exhibitors 
such scope for individual enter- 
prise and initiative as the Schoo!l- 
boys Own Exhibition, which 1s 
being staged at the Horticultural 
Halls, December 31-January 14. 

The absence of the shell 
scheme (which comprises a 


uniformity of stand design by 
exhibitors) might seem to lead to 
a rather jumbled, unattractive. 
type of show, but in this case, 
British Organisers Ltd.. who run 
it, have proved over the years (25 


can discover 
electricity generated from coal 


so far) that their policy of allow- 
ing each exhibitor complete free- 


dom in design and ideas is a 


successful] one 

After all, a gate of 200,000 a 
year speaks for itself ! 

There will be brain waves in 
plenty at this year’s show. The 
Electrical Development Associa- 
tion will offer an “Electric Tower 
of Strength” om which a visitor 
the amount of 


heaved by his energy. Shell-Mex 
and BP Ltd will take the 
children on an imaginary journey 
around mountains and over 
jungle to land an oil prospecting 
party on a small landing strip. 
There will also be Mr. Robot- 
ham, a walking robot presented 
by the Model Aeronautical Press. 
. * * 


A PULL range of their portable 
typewriters, including the new 
Quiet-riter and Travel-riter 
machines, will be displayed by 
Remington Rand at both the 
Stationery and Book Trades Fair 
at the New Horticultural Hall, 
and the Stationery Trade Fair, 
Blackpool, when they take place 
next February 

+ . * 


TALKING TO T. V. Thomas, Toy 
Fair organiser to the British Toy 


CONTINUOUS 


FILM 
PROJECTOR 


@ A brilliant, steady picture .. . 


high quality sound 


@ Requires no operator. . 
matic repeat or 
control 


@ Available for hire or for sale 


. auto- 
push button 


Manufacturers’ Association, I 
was told that next year’s event, 
which is being held within the 
BIF at Earls Court in February, 
will occupy 120,000 square feet 
and include 213 exhibitors. 

This is the largest number since 
the BIF in 1921, and exceeds the 
number that exhibited at the Toy 
Fair held at Brighton last year. 


Export effort 
The controlled circulation 
monthly magazine, British 


Toys, published by the Associa- 
tion, is being used to arouse the 
interest of overseas buyers. 

Some 11,000 copies are mailed 
overseas every month, the re- 
mainder of the 22,000 circula- 
tion is distributed to buyers in 
this country. 

There will be an innovation in 
this “Fair within a fair”: it will 
have its own overseas buyers’ 
lounge, and also its own infor- 
mation kiosk. 


Forthcoming Events | 
(to December ” [ 


Dec. 5-9, ‘Smithfield Show and 
Agricultural Machinery Exhibi- 
tion, Earls Court; Dec. 7-9, 
National Poultry Show, Olympia; 
Dec. 29-Jan. 10, National Boat 
Show, Olympia; Dec. 31-Jan. 14, 
National Schoolboys Own Exhi- 
bition. Old and New Horticul- 
tural Halls. 


A Brook Continuous Film Pr 
an exhibitor’s stand at the British Industries Fair, Olympia, 1955. 
Photograph by courtesy of the United States Information Service. 


For full particulars write or telephone 


SOUND-SERVICES LTD 


(An Associate of The 


269 KINGSTON ROAD - 


MERTON PARK - 


Film Producers Guild Ltd.) 


LONDON 


* S.W.19 + TEL: 
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Portraying felt 


4 


; 
ng 'ead sey re 


ascent a 


This exhibit, made entirely of 
attractively coloured felt, brought 
the Long Meadow Felt Company 
first prize for display at the 
Minibition organised by the Pur- 
chasing 0; ers’ Association. 


oe oe ems ee om 


Qveteses Events 
(to December 20) 
Dec. 3-12, Insernational Cycle 


and Motor Cycle Exhibition, 
Milan, Italy; Dec. 20-Feb. 27, 


International Fair, Dominica. 
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THE 
MAGNIFICENT 
NEW HOME 


OF THE 
OPENED ON NOVEMBER 2Ist by ADMIRAL the MOUNTBATTEN of BURMA, K. 
After 15 long years the * Southern Daily Echo ™ has : ed to its old site in Above Bar, the 
main business thoroughfare of Southampton. When | rs bombs destroyed the previous 
building on the night of November 30th, 1940 the “ S ern Daily Echo ™ maintained pro- 
duction without interruption by using the presses of th Bournemouth Daily Echo”. But 


the staff were dispersed here and there with the Head Ortlice in a small Regency building in a 
side street. 


Now by a triumph of organisation in which architect onsultants, contractors and,-—not 
the least, —the staffhave contributed, there has ariser iding of which the Company, the 
town and region may justly be proud. It is also the headquarters of the Southern Newspapers’ 


family, which comprises, in addition to the “ Southern Daily Echo ™, the “ Bournemouth 
Daily Echo” and the “ Dorset Daily Echo” published in Bournemouth and Weymouth 
respectively. 

THE THREE EVENING NEWSPAPERS OF THE SOUTHERN NEWSPAPERS’ FAMILY 
GIVE CONTINUOUS COVERAGE FROM EASTERN HAMPSHIRE TO THE BORDERS 


OF DEVON. 
FOR ANY DESIRED INFORMATION OR ADVERT MENT RATES PLEASE WRITE 
OR TELEPHONE THE ADVERTISEMENT MAD opie 
ABOVE BAR SOUTHAMPTON 
‘Phone 7 
RICHMOND Hil ST. THOM/ STREET, 
BOURNEMOUTH, WEYMOUTH 
"Phone 3000 Phone 804 


LONDON OFFICE : 69, FLEEF STREET, £.C 4 ‘Phone : FLE 4352 
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She starts her shopping with 


Grood EMousekeeping 


Britain’s foremost home magazine 


She knows that the essence of shopping is CHOOSING— and her 
choice will be made only after she has consulted Good Hous-xeeping 
the magazine upon which she relies for information and 2. vice 


on all domestic matters. If you have a product you want to describe 


to her, to explain to her, to se// to her, then you must certain!y 


advertise it in the pages of Good Housekeeping. — 4 
ne en os 
“ 
~t = at 
OLIVE BIRD, Advertisement Manager, Good Housekeeping, —— > 
33 Ashley Place, London, S.W.1. Tel: ViCtoria 6699 
_ 
4 - 
PUBLISHED BY: THE NATIONAL MAGAZINE COMPANY LIMITED eee Fei 
PUBLISHERS OF: Good Housekeeping, Harper's Bazaar, Vanity Fair, ecg, 444% } % * Fw - 
House Beautiful, She, The Connoisseur, The Good Housekeeping Books / . 
PROPRIETORS OF: The Good Housekeeping Institute ” 
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Packaging and Point-of-Sale Display 


Packages at this time of the year are usually 


issued for a short run purpose, but here are— 


Gift packs that will last 


beyond the season 


N time for the Christmas 
season, the Barlow & 
Jones organisation has intro- 
duced a range of “Osman” 


% ro 


towels are 
played in this attractive carton 


Three Osman 


The colours of the towel packs 

are gay—crimson, gold and white 

with white lettering on black at 
the ends 


dis- 


By OUR PACKAGING CORRESPONDENT 


gift packs which includes 
towels, face cloths, and razor 
towels. 

Throughout, the treatment of 
each of the (in all) six packs has 
been designed by Derek Mills of 
THM Partners to suit the pre- 
sentation at a festive time of year, 
of high-quality household mer- 
chandise and also to satisfy the 
need of the customer who must 
be able to see exactly what she 
is buying. All elements of fussi- 
ness and over-fancy wrapping 
which so often flood the market 
in the Christmas season have been 
carefully avoided. 


ing but also because it is 
psychologically unsound to 
present the customer with a 


frivolous, misleading pack 
when the contents are of a 
purely workaday nature. 


Reaction of customer 


The resultant sense of let-down 
at discovering a mundane article 
when the fanciness of the pack 
has led the customer to imagine 
the opposite, far outweighs the 
initial attraction of the pack 
itself. Often, the reaction is, for 
example, “Oh, it’s only a towel” 
and the customer passes on. 

All these points have been 
borne in mind by the package 
designer The pack colours— 
crimson, black, gold and white or 
blue, black, gold and white—are 
gay and “Christmassy,” but not 


The new razor 
towel pack in the 
Osman gift range is 
all black except for 
@ narrow gold strip 
bordering the cut- 
out. The name is 
in white. 


The strong appeal 
that bright colours 
have for children is 
exploited in the 
current window- 
carton pack for 
“Ariel” balloons 
(see page 50). 


too much so, because this range 
of towels and facecloths 1s 
Barlow & Jones’ permanent gilt 


range and will sell well into 1956 


Even at a quick glance from a 
distance the packs implant the 
idea of “household linen” while 
closer inspection eliminates all 
doubt, since the large cut-out area 
allows ample inspection of the 


product beneath the transparent 
film wrap. The same border 
motif of a flower sprig within 
an oval, and a branch sprig within 
an oval, both stylised, has been 
used on five of the six packs in 
the range. Lettering is in white 
or gold and, except where the 
name-block is used, is on a black 
ground. The exception in the 
range is the razor towel pack 
This is fully streamlined but also 
@ Continued on page 50 


This new tilting 
display box can 
easily be set up. 
Nothing need be 
put under it to 
achieve an angle 
The box can be 
made in many sizes 
(see page 50). 
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This bottle for a new baby 
shampoo is shaped for easy 
holding. 


| Pack for drink | 


' 


' 
a 


Wasi Soe, Fe 
The pictorial design on the front 
of the new pack for Symington's 
monade powder was carried out 
by Erwin Wasey & Co., Lid 
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| WINSOR & NEWTON’S 


Pastel Fixative 


in the new easy-to-use 
AUTOMATIC DIFFUSER 


EASY TO APPLY 
TIME SAVING 
ECONOMICAL 


GIVES SMOOTHER 
AND GREATER COVERAGE 


NON-INFLAMMABLE 
COLOURLESS 


Also suitable for fixing Charcoal, Crayon, 
Pencil and Chalk Drawings. 


This Aerosol Pressure Spray contains 
12 fluid ounces (340 ccs.) 


Price in Gt. Britain & Northern Ireland: 12/6¢ 
WINSOR & NEWTON LTD., WEALDSTONE, HARROW, MIDDLESEX 


WINSOR & NEWTON INC., 902 BROADWAY, NEW YORK 10 
WINSOR & NEWTON (PTY.) LTD., 605 WINGELLO HOUSE, SYDNEY, N.S.W. 
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A package that combines 
hose and scent appeal 


makes use of the word “razor” appeal; and women (the majority 
followed by the blocked shape of of the customers) will be quick 
a razor blade woven into the to recognise it as such 

product to complement the basic * * . 

design. Black is the predominant [He STRONG appeal of bright 
colour, which, combined with the — colours. especially to children, is 
direct, uncluttered approach, gives skilfully exploited in the current 
the pack an essentially masculine window-carton pack for “Arie!” 
balloons and toy shapes. A gay 
issortment of 12 coloured bal 
loons shows through a large 
rectangular window of Cello- 
phane cellulose film. With a 
window frame in red, yellow and 
blue, which ingeniously illustrates 
the balloons when inflated, a 
cheerful mass of colour covers 
the display face of the pack 
Balloon shapes are repeated on The Christmas packs which have been designed for Philips Electrical 


the back of the pack, which Lid. “Argent imps represent homes in the grip of winter 
opens at both ends (see page 48) 
The “Ariel” brand name The outside of the pack is pink produced it in four colours (see 
(Lewis Knight Ltd.) is prom with lettering in white page 48) 
nently featured with bold letter * * * * * * 
ing in red, black and reverse THe Metat Box Organisation A VERY interesting piece of in 
* 7 ¥ has produced a w package for formation has been sent in to me 
Every year Charnos Ltd., of the instant ler powder which adds up to the fuct that a 
Ilkeston, present a special gift made by W. Symington & Co.,Ltd tilting display box has been 
pack for Christmas This year, Moisture-proo! ase-proot evolved which suits a variety of 
however, they have joined forces aroma-proof, a: . lain products and can be made in 
with Elizabeth Arden to produce ing pocket constructed of many sizes The box needs no 
an attractive and novel pack, Iripolam X.1, a ealable foil more cardboard than ordinary 
which contains two pairs of laminate now in demand for both boxes which lie flat. The box is 
Charnos 12 denier nylon stock home and export irkets easily set up and the advantage is 
ngs and a perfume sachet im The pictor gn on the of course, that there is no neces 
This is the outside cover of the pregnated with either Elizabeth pack has been < ed out by sity to put anything under it in 
special gift pack for Charnos and Arden’s “My Love™ or “On Dit” Erwin Wasey & | Ltd nd order to get an angle for window 
Elizabeth Arden products perfume Metal Box techr have re or counter displays (see page 48 
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.... THESE readers say tt for us 


To us, the * Chronicle’ is much more than a i have been a regular reader of the L.G.C. for the past > a 

service journal ° it has become a constant frend, 10 years and I have always found it to be a most useful or 

5 bringing each week stimulus, sound knowledge, and ever helpful and practical publication.” aay 
helpful advice. It is fitting that at this time we should vey 

express Our appreciation and gratitude for the guidance FROM J. J. Melntyre, C.B.E., Secretary of the Rura sr 

we have found in its pages ; its authoritative answers to District Councils Association the: 

- so many of the legal and financial problems which beset vay: 
Ls us; its wide-ranging reviews on new ideas and develop- Ri, 
ments ; its staunch advocacy of the greatest practicable | e¢ known the * Chronicle * for 30 years and, | have » 
ndependence for local government ; and above all, for its eve! sta feeling almost of affection for tt. Thousands Le, 
consistent support for all that Nalgo has sought to do to Mop officers must share the pleasure which comes M 


enhance the efficiency, status, and prestige of the service npt and assured publication dates, reliability iver 
and its officers 

FROM J. H. Warren, O.BFE W.A.. D.P.A., Genera 
Secretary of the National and Lecal Government 
Officers 


nd a growing familiarity with its format 


j Orhick ARICS FAL. F.RLVLA Secretar) 


{ Rating and Valuation Association ; 
ssociation » 


Ae? Over the years, THE LOCAL GOVERNMENT ' » duaiiiee®: nnee tee Uedet Seemene made.in od 
Yas t i years c cal ogress 1a i 
CHRONICLE has consistently maintained a high standard . 7 r — se: ad s _ tp > _ an 
‘ l nh ’ wma rover c anc c é ¢ eccrine 
ae in the many articles which have been contributed on the : ee ae ‘ . 
- K its in that field have been recorded and com 
very varied aspects of local government work, and the 
FAY : i son in your journal to the great benefit both of \e* 
e advice tendered on legal and financial problems has been BADA 
; : I thority officers and the elected representatives te 
: most valuable : 


& Harold S. Haslam, Secretary of the Urban District Councils R Nicholas, C.B.E., President of the Institution of 
Association 
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OF THE ENTIRE MUNICIPAL MARKET 


You must advertise in 


s the actual figure given in the White Paper teh 

Loca ment Financial Statistics © as the expenditure age 
of lo ies in England and Wales last year. With Wee 
Scotland led, local government expenditure on equip ae: b 
met and services is Now over , L eer 


The 
Local Government 
Chronicle 


read each week by those who make purchasing 


The 


largest 
publish ed 


decisions and recommendations to committees 


circulation 
; Advertisement Managers 


of any PATRICK SMYTH, 178, FLEET STREET, LONDON, E.C4 
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TEL. FLEETSTREET 0197 
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a grou 
influntial > hace 


A.B.C. NET SALES 


124. 2h 


Associated Kent Newspapers Ltd. 


LONDON: E.W. PLAYER LTD., 30, FLEET ST. EC4. 


Production 
Processing 
Testing 
Inspecting 
Finishing 


THE Barrisn 


=... 
THE KENNEDY PRESS LTD... 3! 


If the product involves... . 


METALLURGIA 


JOURNAL OF META 


KING STREET WEST. 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, LONDON, E.C.4 


of ferrous or 
non-ferrous 
metals 


MUST CARRY YOUR ADVERTISING MESSAGE 


— | 
MANCHESTER. 3 


ae The 
DUMFRIES 
and GALLOWAY 


STANDARD” 


has the 


LARGEST 
CIRCULATION 
of any Newspaper 
in the 
SOUTH OF 
SCOTLAND 
and the LOWEST rate 
per inch per 1000 copies. 


It is only N per 
prin published in 
DUMFRIES. 

Ask for Specimen Copy, Rate 
Card, and Map showing where 
the "“ Standard” circulates. 


ABC Weekly Circulation 
35,128 
HEAD OFFICE: 
133 High Street, Dumfries 
Telephone 19 


BRANCH OFFICE: 
Castle Street, Kirkcudbright. 
Telephone 145. 


LONDON OFFICE : 
EB. Greenwood, -Ltd., 231-2 


Stra soph, City 906-8 


M.I 


SS 


to study these Net Sales Figures, for 
since 195! the H.C.N. Group sales have 
wmecreased by over 17,000 copies 


weekly!! 

195! 122,795 
1952 126,763 
1953 129,229 
1954 st 132,860 


1955 


140,214 


excluding 23 weeks newspaper 
stoppage 
(A.B.C. Net Sales jan-june . . 143,765.) 


Represented in London by 


WILL KITCHEN, Jnr. LTD. 
13! Fleet Street, E.C.4. Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manoger: C. W. Gilder 


Ww 
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Commercial Films 
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More ad films—despite 
electricity spending cut 


ALTHOUGH it was recently 
announced that the Elec- 
trical Development Association 
had made big cuts in their 
advertising appropriation they 
are, in fact, increasing film pro- 
duction. 

At a recent screening of their 
latest films and “talkie strips,” 
Victor Dale, director and secre- 
tary of the organisation, stated 
that, after a year of inactivity, the 
association were going full steam 
ahead on the production of films 
He gave details of a programme 
of 12 that are to be made. 

They will be “Electric Home 
Laundry” (25 minute, colour), 
“Electric Refrigeration” (25 
minute, colour cartoon), “Electric 
Water Heating” (20 minute, black 
and white, starring Fred Emney), 
“Electric Illumination” (20 
minute, black and white), ° 
trial Electric Lighting” (25 
minute, black and white), “Indus- 
trial Electric Heating” (40 minute, 
black and white), “Commercial 
Catering by Electricity” (25 
minute, black and white), and 
“Electrical Horticulture” (20 
minute, featuring Roy Hay). 


Half hour production 


The most ambitious film in the 
programme will be a half hour 
production dealing with electricity 
and farming which will be a 
follow-on to “SO Acres,” made 
a few years ago. 

There will also be three short 
subjects dealing with agriculture. 

No details have been given of 
the producers of this imposing 


i scene from “Are You Knocked 


By a SPECIAL CORRESPONDENT 


programme but it is almost cer- 
tain that they will all be made 
by companies within the Film 
Producers Guild, who have been 
responsible for all EDA produc- 
tions in the past 

It was also mentioned by Mr 
Dale that the Association have 
now sold 2,967 copies of their 
films to educational and other 
bodies and he estimated that the 
audience for them is in the region 
of three to four millions. 


Plaque story 


HAVING RECENTLY joined the 
Board of the Film Producers 
Guild associate company, Tech 
nical and Scientific Films, Harold 
Goodwin tells me that in their 
new building in Hanway Street 
(into which they will be moving 
shortly) there is a_ builder's 
plaque on the wall with the date 


1791 BC. (“Before Cinema 
Scope”?) 
” ” * 


THE CINEMA at the Building Ex- 
hibition at Olympia has attracted 
crowded audiences. An interest- 
ing film I viewed there was 
“Power Tools in the Buiiding In- 
dustry” a new item sponsored by 
Wolf Electric Tools. This gives 
remarkable proof of the time and 
labour-saving results achieved on 
standard building operations by 
the use of the Wolf tools. 


> > o 
Has anyone heard of a film 


called “The Case of the Muk- 
@ Continued on page 54 


Up.” produced by Presburvys Film 


Productions Ltd. for Goblin Teasmade (British Vacuum Cleaner and 


Engineering Co.. 


Ltd.) 
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Government Tell Councils To 
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AT A COST OF £70,000 


Stort In April: Open End Of Next Yeor 
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Film is made to train 
private secretaries 


kinese Battle Horn.” This is 
the weird tithe of a three-reeler 
ust completed at the Film Pro 
ducers Guild Merton Park 
tudios It features the Goons 
ind has been designed for tele 
vision showing. I understand that 
here was bedlam during produc 
thon 
* * * 

T® MAN who made the recent 
film of the Mechanical Handling 
Exhibition, John Byrd, of John 
Byrd Productions, is now work 
ing on the production of a 30 
minute. Kodachrome film for the 


Mechanical Handling Associa 
hon 

This film, “Grain Handling 
will follow the story of grain 


rom the ploughing of the ground 
to its milling 


Exam preparation 
BIE 


recently 


MANAGING DIRECTOR of 
Lid.. Kenneth Horne 
adopted a new role. Candidates 
for the new private secretary's 
diploma of London Chamber of 
Commerce will have him to help 
them prepare for their first exam 
ination next May 

Two films have been made for 
the Chamber's education com 
mittee and I understand that the 
first (which lasts 20 minutes) 


sales ti the —— 


shows the managing director 
sales manager. and advertising 
manager of a big concere dis 
cussing how to market their new 
product The second is a solo 


effort by Mr Horne involving 10 
minutes of shorthand dictation at 
180 words a minute. Purposely 
he makes a number of mistakes 

which his ideal secretary « ¢2 
pected to put right 


Documentary field 


APART FROM the production of 


advgrt sing cinema and television 

films, S. Presbur ind Co.. Lid 

have recently completed § two 

documentary productions One 

1 15-minute film for Rayner’s 

a essence and tne other . 

minute one for John Harver 
ind Sens of Bristol 

* > 
One oF the largest cinemas in 


Belfast. the Imperial, 
two 


has been 
programme 
films from 2 p.m. to 
daily thre ugh one whole 


snowing a hour 
f Cadbury 
10 pm 
week 
Admission to 


these shows was 


free by means of tickets given to 
customers by local shops Two 
Cadbury sponsored colour films 
The Bournville Story” and 
Drums for a Holiday’ were 


featured in the programme 


RM AATHUNS RDPPE Na TTF da TA 


Shooting live ection T.¥. Comm 


reials at Tw i< 


kennam Studros 


PRESBURYS heap your predict i the pwitre 


S. PRESBURY 


& CO. LTD., GLOUCESTER HOUSE, 
TELEPHONE 


ae 


Ste TSAR dS COE ARBOR Ds" 6 PRGA TER ad! 


WHITEHALL 


_ Wok See. 
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Review of New Productions 


Hard selling films 


that also amuse 


By PAUL NUGAT 


KF" M advertising saw some live action shots) now have two 
thing new when W. M more two-minute items featur 
Larkins and Co. Lt tro ing Cicely Courtneidge and Jack 
dant Hulbert respectively 
duced the Rotorscope tec They are “Switch In The 
nique featuring ‘a An Kitchen” and “Jack’s Conver- 
Howes in the two-n ‘Bath sion” and are both hard selling 
For A Bride.” maginative, and amusing. Cicely 
The sponsors | Courtneidge left flat by a cook 


Development A res ind having had more than she 
everopme -\} can antique cooking 
@ Continued on page 56 
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Goodwiu 

cration wil 

Producers 

Ltd., the film W 

Who Sell has 

ceived praise | 
Paul Nuega [ 
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TELEVISION COMMERCIALS 
AND CINEMA ADVERTISING FILMS 


z 
A 
3 
z 
. 
z 
5 
= 


Presburys are fully equipped for the production of 


cinema 


television commercials and advertising films in live 


action, cartoon and puppetry. Every facility for live action 


productions is available at Twickenham Studios and our 
own animation unit, staffed by experts in this field, is in 
operation at our West End Srudi 

We have the exclusive services of Ivo Caprino, the 
famous producer of puppet films, who received a major 
award at the 1953 Venice Film | val 


We have made television i cinema advertising films 


for many leading advertising ag 


and national advertisers 


and are renowned for the higt ty of our productions 


19 CHARING CROSS ROAD, LONDON, W 
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Franco's latest illuminated display 
in Piccadilly Circus ! 
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Actual Mechanical Movement 
an Outstanding Feature... 


This striking illuminated sign for The Ever Ready Co. (Gt. 
Britain) Ltd., is, to the best of our knowledge, the first 
display incorporating actual mechanical movement, to be 
erected in Piccadilly Circus since the war. It measures 
44 x17 6" and consists of over 2,500 feet of neon 
tubing and 116 transformers and ancillary gear. 


Powered by an electric motor, the hand holding 
the torch pivots from side to side, directing the beam of 
light through an arc at the top of the sign. As the beam 
falls on each of the topmost batteries and emblem, they 
light up, then flash off again as the beam returns to the 
left. The entire sequence is then repeated continuously. 
The mechanically moving hand unit weighs approxi- 
mately half a ton and the beam takes 4 seconds to 
traverse the sign from left to right. 


Whilst this is happening the other batteries app- 
ear to tumble down towards the message, making this the 
most spectacular display of all, in a neighbourhood long 
famous for its illuminated signs. 

The words ‘Ever Ready Batteries’ are illuminated 
in red and ‘For Life’ in Primrose Yellow. All other illumin- 
ation is provided by either white or green fluorescent 
tubing or standard filament lamps. 


The batteries depicted are standard types from 
the well known and comprehensive Ever Ready Lighting 
range. 


Design, manufacture and erection were carried 
out by Franco Signs Ltd., in close collaboration with 
The Ever Ready Co. (Gt. Britain) Ltd., and their 
Advertising Agents, Greenlys Ltd 


15-17, KING STREET - LONDON - 8.W.1. Telephone: TRAtaigar 4151-9 
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THE 
PAINT 
MEDIUM 


Paint Oil « Colour 


JOURNAL 
The right paint medium is of 
fandamental importance 


Advertising rates from the Paint, Oil and 
Colour Journal, €3/86, Farringdon Street 
London, B.CA. Telephone: City 4788/9 6640 


J 


weet Sixteen. 


She's at the most attractive age— 
but to us, sixteen stands for the 
most attractive gauge. 


For all types of film, 16mm. has 


notable advantages. 


than the 


shown almost anywhere. 


excellent 


It costs less 
wider gauge, it can be 
It gives 


results on television, 


BBC or commercial. 


As specialists in 16mm. film pro- 


duction, 


we welcome your en- 


quiries on this valuable publicity 


medium. 


STANLEY SCHOFIELD 
PRODUCTIONS LTD. 


6-7-8 Old Bond Street, 
London, W.! 
Telephone: MAY fair 4642/3 


“THE WAY TO THE WEST” 


televised by the BBC on 21st November, is one of several 
public relations films produced in 16mm colour by the 
Film Unit of East African Railways and Harbours in 

co-operation with 


OF CUNY Oh Bekele 


Limited 


4710 GREEN LANES, LONDON, N.13 
Telephone: Palmers Green 1003 and 7440 


ELITE 


VENEZUELA’S National MAGAZINE 


Announces a net paid circulation of— 


50,616 


Average for 5 July issues, 1955. This circulation has been 
audited by Price, Waterhouse & Company, a copy of whose 


certificate 
Representatives: 
JOSHUA 8B. 


is available at the office of Elite’s British 


POWERS LUToO., 


14, COCKSPUR STREET, LONDON S.W.!. 
TEL. WHI. 3366 
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‘We Who Sell’ film on 


‘seven men’ reps. 


appliances, listens to her “wiser 
self” and with typical vigour pro- 
ceeds to smash up her old kitchen 
and refurnish it in modern eclec- 
tric dress. Jack Hulbert’s “wiser 
self’ duels with him over cold 
shaving water and converts him 
to the blessings of immersion 
heaters amid a flurry of double 
talk. 


Advantages of system 


IN a strong bid to make the 
public electricity-minded, Ronald 
H. Riley Produc have pro- 
duced a 26 minute film entitled 


“Give Us A Ring.” With a com- 


mendable absence technical 
information, the filr ntrives to 
show the advantag f the ring 
circuit system of wiring to any- 
body building a : use 
The young new veds first 
learn the disadvant f receiv- 
ing a heap of ele | gadgets 
and then trying hem in the 
| home which been 
equipped to carr vad. At 
| this stage there ent e€ experts 
in the persons of the architect and 
the Yorkshire-accented  Elec- 
tricity Board representative with 
a practical demon tion of the 
ring circuit at work 
Everybody in the iilm is then 
made happy 
One vital quest remains 
unanswered, how: What 
does it cost to inst he system 
in a new house and " d 
one? In so co chensive a 
film one ought to be able to find 
the answer 
es | 
T ry . 7 
{We Who Sell 
QuT ON a limb the last 
| decade and a half, the old repre 
sentative has near forgotten 
(and young have never knowr 
what it is that makes a salesman 


Now, in the nick of time, Vaux 
hall Motors have come along 
with a film designed to straighten 
shoulders. 

Produced by Harold Goodw 
in association with the Film Pro 
ducers’ Guild, “We Who Sell” 
sets out to show a representat 
what he is and what makes hin 
good, bad, or indifferent at the 
job. 

And what is he 

The film says that he is seve: 
men: philosopher designer 
teacher, production man, distri 
bution man, economist, and 
architect. In cold print, these 
claims seem far-fetched, but it 
will take no more than the run- 
ning time of the film—10 minutes 

to convince any audience of 
salesmen anywhere, that he is 


indeed each of the seven 
shadows, which so. effectively 
symbolise his seven roles 

* * * 


NOTHING COULD be simpler than 
“Care for QWERTY” with its 


objective of making typists aware 
of the need for daily maintenance 
of their machines and the elemen- 
tary drill involved in changing a 
ribbon, making an erasure, using 
the dust cover, etc. 

The sponsors, Imperial Type- 
writers, are no doubt right in 
their assumption that most 
typists are neither mechanically 
inclined nor aware of the effects 
of dust on the life and efficiency 
of their machines 

The more intelligent members 
of the typing profession may feel 
that this 16-minute film, pro- 
duced by Technical and Scientific 
Films Ltd. stresses the obvious 
But the lessons are undoubtedl\ 
needed. 


For engineers 


THOSE IN charge of affairs at 
Bound Brook Bearings Ltd. set 
out to sponsor a film which, by 
simple illustration, would explain 
the basically important factors 
responsible for the self-lubricat- 
ing properties of all types of 
porous metal bearings made by 
the powder metallurgy process. 

From the reception given to 
“Porous Metal Bearings—The 
Fundamental Principles of Self 
Lubrication” by those technically 
qualified to assess the instruc- 
tional value of engineering films, 
the sponsors have made a con- 
siderable contribution to the 
rapidly growing technical cellu 
loid library. This half-hour film 
was produced by Technical and 
Scientific Films Ltd. 

* * * 

EXCITEMENT 1S not often asso- 
ciated with the National Coal 
Board, but their latest “Mining 
Review” contains a fascinating 
item on the sea boring tower now 
at work off the coast of Scotland 
with miners sharing the life of a 
light-house keeper. 

In addition, they have pro- 
duced a spectacular film entitled 
“Fire Underground,” with the 
full reconstruction of a colliery 
fire and how it was dealt with 
This notable documentary was 
produced by their own unit to 
encourage greater efficiency. 


Richard Dimbleby 


IN my last Review of New 
Productions I erroneously asso- 
ciated Richard Dimbleby with a 
past series of films advertising 
Players cigarettes. The name 
should, of course, have been 
Raymond Glendenning. 


Mr. Dimbleby has never adver- 
tised any cigarettes, and he has 
asked me to make it clear that he 
does not normally undertake any 
form of paid or unpaid test:- 
monial advertising. 


pe 56 Po 
Member of the Audit , 
=. : | Po 
a" 
Sit 
———— 
( — a 
~*~ PC rrrrr————sSY 
whether it concerns a raw 
astutd @ so Golo wet (OO ee 
: The Paint, Off and Colour Po 
: cnet Ge ely peed 
| Se eety ee 
of an ABC corlifcsts behind Po 
e its circulation figures. Each 
copy has a proved average of sapiens 
four readers. It is just a fact that 
; all executives in the industry 
“ regard it as their journal. 
UES SERENE 
zt ws _ 
" TT AE ee 
ai BP 
a =“ 
a | 
ee | 
| ee 


NOVEMBER 25, 1955 


57 


ADVERTISER'S WEEKLY 


Aliti Hemmet 


Sweden’s new ‘‘home’’ magazine 


will be launched by A & A (Ahlen & 
Akerlunds Forlag), Sweden's largest 
magazine publishers, early next year. 


It will cater in a modern and original way 
for one of the most “home-conscious” 
populations in the world, and both 
editorial content and standard of pro- 
duction will be at a high level. 


The first issue will be published in Feb- 
ruary, the cover being in letterpress and 
the inside pages in gravure. It will 
comprise 64 pages, lavishly illustrated 
in colour. 


We regret that all advertising space for 
the first issue is already sold, but en- 
quiries are invited for subsequent issues 
next year. Please ask the London 
Office for further information :— 


FRANK L. CRANE, 
69, Fleet Street, London, E.C.4 
Telephone: FLEet Street 2811 


POS 


The Jewish Chronicle 


ESTABLISHED 184) 


SPECS 


EVERY FRIDAY SIXPENCE 
The best-informed and most widely 


read Jewish newspaper in the world 


To commemorate the Tercentenary of the 
Resettlement of Jews in this country The Jewish 
Chronicle of January 27, 1956, will contain a 
Supplement consisting of 48 pages and colour 
cover. This Supplement will describe all aspects 
of Jewish life in this country over three centuries, 
and will have a wide circulation in all parts of 
the world 


A special rate-card will be sent on application to 


G. N. A. MANDELSON 
ADVERTISEMENT MANAGER 
32, FURNIVAL STREET, E.C.4. 
HOLborn 9252 
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NEW YEAR! 
NEW OPPORTUNITY! 
at 


Basil Butler 
for a 


reative 


VISUALIZER 


th good agency training, able to maintain 
steady output of quick, slick visuals for 
nportant national accounts, and capable, 
when required, of buying his own artwork 


i rite or telephone for an appointment. 


Basil Butler Company Ltd. 
78 Brook St, London W.1 


Telephone : GROsvenor 4221] 


so 


—H 
—— 
|| 
= —_ 


ADVERTISER'S WEEKLY NovEMBER 25, 1955 


li you are with the 


you are with the 
Cextile Crade 
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way VE: oo. 

“ - 
| Textile Recorder offers to its : 
. advertisers : °° 

e Guaranteed coverage of British and the World’s Textile Mills. 4 

g Readership by the executives in these mills. ‘ 

& Full advantages of the world-wide propaganda associated with all ? 

. British ternational textile machinery exhibitions and with co-ordin- 

; ated exhibits abroad. , 

Full details may be obtained on request 10 . 

; Textile Recorder, OVW Colony Howse, South King Street, Manchester 2. ? 
Telephone: BLAckfriars 1234-5-6- 

| or to : 

; Drury House; Russell Street, Drury Lane, London w.C.2. | 
; Telephone: Temple Bar 3422. 

ee 


NovemBer 25, 1955 


59 ADVERTISER'S WEERL 


biggest 
S Publishing 


name itt 


How the Textile Recorder serves its advertisers 


PROGRESSIVE EDITORIAL POLICY 

Critical and well-informed commentary on all matters of 
interest to the trade. Authoritative monthly “Spotlight” 
articles dealing with major problems of the industry. 
Technical articles covering various fibres and production 
techniques. New machinery and mill equipment section in 
every issue. “‘New Ideas for Mill Men”, a recent innovation 
which should benefit all sections of the industry. Commercial 
reports and news from all over the world. 

The Editorial policy of the Textile Recorder is carefully 
balanced to ensure the interest of executive sand departmen- 
tal heads who are responsible for high level decisions on 
re-equipment and mill modernisation programmes. 


READER SERVICE 

An information service initiated by The Textile Recorder 
enables readers to be kept fully informed at short notice of 
technical developments and new products referred to in 


either the editorial or the advertising columns of the journal. 


TEXTILE MACHINERY EXHIBITIONS ON AN 
INTERNATIONAL SCALE 
For nea ialf a century The Textile Recorder has organ- 
ised the trades exhibitions and it is just over 21 years since 
the journa! entered into direct partnership with the trade by 
the formation of the Textile Recorder Exhibition Company 
the company responsible for all exhibitions of textile 
machinery in this country. This step placed control of the 
exhibitions in the hands of the Board of Directors drawn 
from leading firms in the textile machinery industry and 
from the Textile Recorder itself. This direct partnership 
between the textile machinery industry and the Textile 
Recorder is unique and unrivalled in textile trade publishing. 


WORLD-WIDE DISTRIBUTION 

Guaranteed distribution of the Textile Recorder at home 
and abroad assures advertisers that their message penetrates 
to every mill of importance throughout the world. The 
international appeal of the Textile Recorder is well illus- 
trated by the fact that it is read in 65 overseas countries 
In brief, the Textile Recorder reaches the key men in the 
key mills of the world. 
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HE number of exhibitors at 

this year’s International 
Fair of Ghent exceeded by 85 
those for 1954. In all, 34 
countries were represented, and 
of those Belgium, the Belgian 
Congo, Luxembourg, Portugal, 
and Czechoslovakia had 
national stands or pavilions. 
The number of visitors has 
been officially given as 451,000 
—of whom 12,550 were 
foreigners from 31 different 
countries. 

The fair which features displays 
of current consumer goods, also 
now includes as a regular element 
specialised individual! exhibitions 
within the Fair itself. Three such 
exhibitions, known as the Second 
Belgian Printing, Paper and 
Allied Trades Exhibition, the 
First International Exhibition of 
Photography, Cinema Projection 
and Television, and the First 
international Exhibition of 
Laboratory Equipment, were 
held this year. In addition, the 
Belgian Ministry of Agriculture 
contributed an extensive and 
well planned exhibit, the object 
of which was to promote better 
grading, packaging and presenta 
tion of fruit and vegetables f 
marketing and export 

The Federal German Republic 
provided the strongest foreign 
participation with 185 _ firms 
represented—wo more than last 
year. France and the United 
Kingdom again occupied second 
and third places, with 129 and 54 


MARKET 


RESEARCH 


TECHNICAL 


EDITIONS 


New challenges in a __ }Population and 
lan es 
valuable UK market |. seem anus we 


Federal German Republic pro- tising man must keep in mind. 
vided the greatest number of These are the zones, popula- 
foreign exhibits, 213 firms being tions and languages : 
represented. The UK with 68 Brussels: 1,299,925, of 
firms again provided the second whom 2441 per cent speak 
strongest contingent, while the only Flemish. 

USA (52 firms) occupied third The Flemish regions: 


place. 
BELGIUM A feature of the 


exhibitors respectively. The 
number of Belgian exhibitors tons in weight 
reached 675, an increase of 17 The Czech exhit 
on last year's total 


exhibition, 
largely devoted to machine tools, 
was the Czechoslovak stand 
covering 1,000 square 
where machines ytalling 200 
isplay 

< ee existence. In 1956 it will be held 
a diesel locomotive for under- from September 15 to 30. 
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three very distinct and infiu- 
ential zones which the adver- 


4,272,185, of whom 1.94 per 
cent only speak French. 

The Walloon provinces: 
2,940,085, of whom 0.73 per 


enetwes cent only speak Flemish. 


Germans in strength ground use whic ald be seen Position in Congo 


It will be noted that the ¢xhibition buildings 
Germans were there in strength ‘rica! section w 

and so they were at the ‘this year by 
Charleroi International Technical ®uclear depart 
and Industrial Exhibition. And ®™ong other ex 
that is the way of it time and ‘auipment = dis; 
time again when opportunities Geneva atomic energy 
come along on the continent for “#5 shown 
manufacturers to show their The fact 
wares. An official report of the that despite the n 
Charleroi event issued by the of the show 
Board of Trade puts the situation aspects, the num! 
in these words: fell to 250,000 

“As is now customary at all 50.000 on the 
West European trade fairs, the which was th 


RADIO 


Parlez-vous francais... 
Well, perhaps not 


But if you want to put your ideas over 


in Belgium, we'll do _- you - or, if 
you prefer, we'll supply the ideas as well. 


PUBLI-SYNTHESE & R. L. DUPUY S.A. 


170, Avenue Louise, Brussels 


PROMOTION 


SCHEMES 


im movement |} nt - 
The elec- The affairs of Belgium cannot 


of the 


enlarged be realistically considered in 
n of a_ isolation from the Belgian Congo, 
which, and in the trading situation the 


he Belgian most noteworthy changes in the 


it the supplying countries to the terri- 
xhibition tory during 1955 have been the 
rapid rise in imports from the 
however, United States and the continuing 
decline of Japan. The former 
has much increased its exports 
to the Belgian Congo from the 
238 million francs’ worth in 
January. Its share of the market 


Continued on page 6! 
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Result of US study into 


promotion of wine 


Ww sales in the United 
States could be increased 
substantially through more effec- 
uve advertising and more aggres- 
sive retail merchandising, said 
Howard E. Williams, general 
manager of Wine Growers Guild 
of Lodi, California, to members 
of the San Francisco Advertising 
Club recently. 


This statement had been based 
on a recent survey to determine 
people’s attitudes toward wine 
and wine usage in the United 
States The results of the in- 
vestigation, which was conducted 
by Elmo Roper and Associates 
for the Wine Advisory Board, 
were summarised by Mr 
Williams at the club’s annual 
luncheon celebrating National 
Wine Week. 


Finding the cause 


One of the most important 
questions asked in the Roper 
survey said Mr. Williams, was, 
“What would be apt to cause you 
to drink wine more often?” 

“The answer most frequently 
named was right up the advertis- 
ing profession's main boulevard,” 
he declared — ee Ww @ 
happened to think of it more 
often And another strong 


answer heads right into the retail 
merchandiser’s hands It was, 
‘If we had it around the house 
more often. 

“When those people who said 
they were wine users were asked 
how much wine they had on hand 
in their homes at the time of the 
interview, 39 per cent replied they 
had none on hand, 23 per cent 
had one bottle, and 13 per cent 
had two bottles. There's 75 per 
cent of your market. Imagine— 
only 25 per cent of the wine con- 
sumers had three or more bottles 
on hand.” 


Sliced margarine: 
US market test 


Tae First ready-sliced mar- 
garine is now being tested by 
Armour & Company in 12 
markets in the United States. A 
new type of machine slices 
quarter lb. amounts of “Clover- 
bloom” margarine into 16 square 
pats—just right for individual 
servings. Each quarter Ib. is then 
wrapped in foil and packaged in 
a conventional carton 

Full-page newspaper advertise- 
ments and television spot an- 
nouncements are being used to 
promote the product 


FOCUS ON BELGIU M—continued 


is now nearly 20 per cent. Trans- 
port material and other machi- 
nery have helped to achieve this 
On the other hand, Japan has 
suffered a decline to only 1.5 per 
cent of the market compared with 
4.2 per cent a few months ago. 
It appears that Germany's 
meteoric rise in this market has 
now reached its climax and there 
has been little change in ber posi- 
tion recently. 


Exhibition poster 


IN ALL countries of the world, 
the posters of the 1958 Universal 
and International Exhibition of 
Brussels have begun to appear 
Several designs of posters (pub- 
lished in six sizes and eight 
languages) are planned, and the 
first to roll from the presses has 
been the work of M. Jacques 
Richez 

This young artist has been 
awarded the silver medal of the 
Belgian government and gained 
the tithe of Laureate of Labour 
in 1950. His talent is appreciated 
abroad and, as corresponding 
member for Belgium of the 
Alliance Graphique Inter- 
nationale, he is a regular con- 
tributor to several art reviews 
published in various countries. 

His poster is notable for its 
simplicity and austerity in design, 
for its use of colour in large, 
uniform splashes and for its 
strongly delineated arabesques. 


SOUNIVERSAL EXHIBITION — 


‘ 


This is a reproduction of the first 

poster to be issued in connection 

with the big exhibition arranged 
in Belgium for 1958 


As to its symbolic significance, M 
R ichez has explained it thus 
“Humanity—the kneeling figure 
inside the globe—looks upon its 
work, the whole of the achieve 
ments of our time of which the 
Brussels Exhibition will be the 
synthesis. The symbol of the ex- 
hibition stands out on an aurcole 
~ light, a sign of faith and hope 
n the progress of peoples.” 


EXHIBITIONS 


THE ONLY METHOD 
OF ADVERTISING WHERE 
THE CONSUMER CAN— 


TOUCH 


TASTE 


EXAMINE 
| 


OR 


PURCHASE 


YOUR PRODUCTS 


‘E SURE TO EXHIBIT 
.N GOOD EXHIBITIONS ONLY 


Issued by 


Herbert Daniel Exhibitions 


Limiteo 


D° Clifford Srreer 


London 
Telephone Wei ORGANIZERS 
Rcetwy HIGH CLASS 
B6Il 
(SLINES) EXHIBITIONS 


ORGANISERS OF — 


* ULSTER’S OWN IDEAL HOME EXHIBITION 


* SCOTLAND'S OWN IDEAL HOME 
EXHIBITION 


* THE BIRMINGHAM MAIL 
MIDLANDS IDEAL HOME EXHIBITION 


* THE BIRMINGHAM MAIL NATIONAL TRADES 
HOMES AND GARDENS EXHIBITION 
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THE UPWARD TREND 


OF COMMERCIAL TELEVISION (3) 


O 


—w ee Rend 
of the(audience 


ATV’S share of 
the Audience 


EVENING ‘AA’ 


8-9.30 pm Seven out of ten of those viewers 


who can choose their television pro- 


In the nine short weeks since commer- 
cial television made its debut in this 


EVENING ‘AA‘ 
8-9.30 pm 


16% 


18% 


EVENING ‘A’ 
7-8: 9.30-11.pm 


72% 


EVENING ‘A’ 
7.30-8 : 9.30-10.30 pm 


16% 


AFTERNOON ‘8° 


AFTERNOON ‘A’ 


3-6 pm 2-6 pm 

48% 76% 
SATURDAY SUNDAY 
Average 65% Average T7 % 


grammes choose ATV at the weekend 
This is, of course, an average figure 
We collected all the available informa- 
tion from the leading research 
organisations for the period September 
2th to October 30th, and took the 
mean. The result shows that ATV 
holds an average of 71% of the audience 
over the whole of the weekend viewing. 
The panels on the left give all the 
details. 


country ATV has built an astounding 
following. ATV has kept it. And ATV 
is still increasing it. The audience for 
commercial television is growing 
dramatically. Last month alone 
another 40,000 sets capable of receiving 
ATV programmes were sold. And 
thousands more were converted. Com- 
mercial television is a medium of 
immense impact. Make sure of your 
time by booking it well in advance. 


From strength to strength with 
—Mmakt Mure F your Lime How 


ASSOCIATED TELEVISION LIMITED, TELEVISION HOUSE, KINGSWAY, W.C.2 Telephone: Chancery 4488 
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In this special GREATER LONDON survey 


* 


Weekly’ Market Research Team examine— 


A market with a quarter of the 


the ‘Advertiser's 


ADVERTISER'S WEEKLY 


England and Wales population 


“ QIIR, the happiness of Lon- 

don is not to be conceived 
but by those who have been in 
it. I will venture to say there 
is more learning and science 
within the circumference of 10 
miles from where we sit than 
in all the rest of the kingdom.” 
So said Dr. Samuel Johnson, 
great lover of London, to Bos- 
well in the Mitre tavern. 


“The happiness of Lon- 
don... .” Let us take a look at 
this region, with its population 
of about 12 million—equal to a 
quarter of the population of Eng- 
land and Wales, and examine its 
“happiness” in terms of prosperity 
and buying power. The value of 
retail sales provides us with a 
strong indication in this direction 

Figures of the value of retail 
sales in September show that the 
value of sales in that month in 
London Central and West End 
area was seven per cent higher 
for non-food merchandise and 
two per cent higher for food and 
perishables than in September, 
1954. The main advances were 
in women’s underwear (13 per 
cent), girls’ and children’s wear 
(Jl per cent), men’s and boys’ 
wear (15 per cent), furnishing 
fabrics and household textiles (11 
per cent), floor coverings (13 per 
cent), hardware, radio and elec- 
trical goods (14 per cent), and 
jewellery (13 per cent). The in 
creases were offset to some extent 
by decreases in the value of sales 
of women's stockings, millinery. 
haberdashery, and furniture and 
bedding. 


Higher in suburbs 


In suburban London the value 
of sales in September was six per 
cent higher for non-food mer- 
chandise and also six per cent 
higher for food and perishables 
than in the previous year. The 
main increases in the suburban 
area were in much the same 
groups, except for jewellery, as in 
Central and West End London 


It is, however, interesting to 
notice that in suburban Lon- 
don the value of sales in cafés 
and restaurants were higher 
than a year ago by 18 per cent, 
whereas in Central and West 
End London there was a two 
per cent decrease. 


Moreover, as might be ex- 
pected, the index of the value of 


sales per week (average 1950= 


100) in suburban London at 140 
for all merchandise was higher 


London Transport Passengers entering the Central Area 


than the average for Greater between 7 a.m. and 10 a.m. on an average week-day 
Britain. (000s) 

The next stage in our review 
of regional prosperity is to exam- 194 1948 1949 1950 1951 1952 1953 1954 
ine recent labour and industrial 
trends. Put concisely, industrial 82 :? 1.090 1.097 1.1%” 1.115 Liu 1.104 1.124 
production in London remains ; ; , : ot 


high throughout the region and 


unemployment is at a record low into 2 ¥ ariety of illuminated 


level. signs 

: Work so being carried out 
High employment level at H J, Middlesex, on the 
Increased employment during lates for the Spurling 
the quarter ended in August was Mo! es Group. It is ex- 
in pharmaceutical preparations, pected yperating at the end 
non-ferrous metals, electrical of th yr in early 1956. New 
machinery, aircraft and com- build Wembley, Colches- 
ponents, metal containers. food, ter st London are also 

drink and tobacco, cardboard ‘in g.” 
containers, and toys and games The xeting man will appre- 
Slight contractions occurred in ciat nportance of being 
general engineering, radio, tele- well d on the move- 
vision and valves, electrical mer well as the composi- 
apparatus, metal goods, hosiery, tion tue population in the 
leather goods, clothing, millinery reg which he plans to 
and footwear, timber, saw milling opera The concentration of 
and furniture. this population in the 


ndon area has received 
attention during the 


Recent reports describe the new Great 
£125,000 extension to the conside 
Wembley works of Claude- past |!) rs 


General Neon Lights Ltd. as now The .ccompanying tables, 


being in full production The  whict taken from an article 
works, which employs about 500, in the / cial Times, show the 
will be able to convert each week = prog in re-building (page 64) 
about three miles of glass tubing also the number of passengers 


Rush hour at a London station 


) ' 


4 ’ 
oe | —— ' 


Morning business crowds arriving at Victoria Station. Through the 
great rail termini and by road a great mass market moves each day 
into range of the metropolitan media 


travelling into the central area by 
London Transport between 7 a.m 
and 10 a.m. on an average week 
day 

The considerable influence of 
the evening press on th 


popula 
tion of over eight mill which 
inhabits this area is, indeed, well 
merited, and undoubtedly owes 
much of its strength to the fact 
that each of these evenings is, 
in its own right, a paper, 
produced with all the technical 
and editorial skill of a national 
newspaper 


Importance of ‘evenings’ 


This is one reason (which we 
might define as depth of reader 
ship) why no advertiser aiming at 
obtaining effective coverage in 
the largest concentrated market in 
the United Kingdom would neg 
lect the evening newspapers 
another, of course, is 
of that readership. Reference to 
the latest readership surveys, both 
those conducted by the IPA and 
by Hulton, illustrates how exten 
sive, in relation to the regional 
adult population, that coverage is 


’ 


the extent 


SOUTH-EASTERN ARPA 
Adult male and female readers 


Evening News 3,510,000 
Star 2,410,000 
Evening Standard 1,550,000 
For housewives, chief buyers 
of goods for domestic consump- 
tion, the relevant readership 
figures are as follows 
Evening News 1,250,000 
Star 920.000 
Evening Standard 620,000 
The IPA study shows that 
every other adult reads at least 
one London evening. This pro 


portion, however, applies to the 
London and South-Eastern Re- 
gion with an adult population of 
124 million, and would therefore 
include rural as well as urban 
areas; in the densely populated 
region of Greater London the 
proportion would be higher still. 

The great bulk of these 


@ Continued on page 4 
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Greater London 
readers, according to the same 

Lewisham — ng to the same 


study, are in 


| wpper working class income 
Borough | brackets. This factor should be 
| considered in conjunction with 

the great per capita buying 


News SERIES * | power which is a feature of 


Greater London. 


Shoppersin 


In previous surveys of the area (> are, London 
3 we have commented on the vast 4... recently seen 
LEWISHAM development of suburbia; of : 

' 


some special dis- 


BOROUGH NEWS medium-sized living areas play material for 
Suenien, ‘3a grouped around the industrial Libby products 
} hub. We have also illustrated the Produced b “e 
Od UCL y Sack 
| * | immense drawing power of the Vi). Press [itd the 
} big central and West End stores “iumble ta ey 
LEWISHAM | a drawing power which attracts jon here hus 
JOURNAL inhabitants living on the fringes helped considerably 
Pride “ f this vast conurbation as well 1, increase sales, it 
ee as those living nearer the focal ji, ciated A match- 
+ points. In this huge, prosperous ing counter displa) 
| market the London evening news- i,” shown on ne a 
SYDENHAM, FOREST paper is a vital advertising —* = 
; — medium 
HILL AND PENGE _ 
GAZETTE Extent of coverage 
Fridays, 34. | 
If the sphere of influence of 
x | the London evening press extends . ’ 
ver the whole region, that of the = 
Give complete cover of the weeklies is of grent senel ia- Rate of Buildings Approved, Started and Completed { 
Borough of Lewisham portance within the same area peeeieata a 
| and, in that sense, reinforces the — 
TWICE A WEEK coverage provided by the even- Approved Started Completed 
* , ings. Within the Greater London a — 
| region yee r are ay - 1945-1947* 1-4 0-9 O14 
weeklies, whic rov - 1948 3-2 1-2 i 
LOAMPIT VALE |! — proves G 1949 11-7 34 1-1 
: | | vertiser with a wide choice of  j5<5 6-6 7-7 2-2 
LEWISHAM, S.E.13 papers 1951 7-§ 3-6 3 5 
TiDeway 1436 and 1808 @ Those which are associated !952 43 2-4 38 
1953 71 49 3-5 
in series and afford intensive  j94 13-6 6-9 6s 
coverage 1955 (Jan. to June 10-4 _ _ 
®Groups of papers which 5 
will extend his coverage where oa Se a Se 
THE he needs it, and districts, according he distri- quarter of 1955 admissions in the 
WALTHAMSTOW ®@ Independent solus papers bution plans of the advertiser region exceeded 62 million. The 


which he can use to fill in the That these papers have a high Board of Trade Journal, in repro- 
gaps where required. home coverage is evidenced by ducing these figures, also gives 
These papers provide solid the fact that the proportion of the results of an enquiry into 


coverage in the suburban areas, adult readers of this class of prices of admission that was made 


SERIES n the regions where family in- paper in the South-Eastern area for the week of March 20-26, 

for comes range from £400 to £3,000 is higher than the national aver- 1955. 

Walthamstow, Leyton, Leyton- per year, in the districts where age, being 65 per ceni by com- The proportion of admissions 

stone, Chingford, Highams Park, many new homes are being built, parison with 55 per cent to the relatively high-priced 

Wanstead, Woodford etc. and in the industrial-residential The region contains just under 2s. Id.-2s. 6d. seats was higher 
districts where factory workers 400 cinemas available for adver- 


for the London region than for 
are bringing home big pay _ tising, more than two-thirds of any other—a reflection of area 
, ABC packets. They can provide cover which have a seating capacity of _ prosperity. 

‘ , by single districts or by many 1000 or more In the first , 
COPIES WEEKLY . ¥ . 7 Illustrating the keen interest 
The only local newspaper covering al! > now being taken by the cinema 
these areas with A.B.C. figures. ve industry in advertising films 
¢ and filmlets, the first London 
d. per s.ci. films at the second Interna- 

CLASSIFIED ADVERTISEMENTS 

appear in all editions in the series 


tional Advertising Film 
The A&B system ceased to operate in 


Festival recently took place in 
the presence of a great audi- 
ence of advertising men. 


Number of passengers 


1953 te 


Ail enquiries to 
Advertisement Manager 
Guardian Centre, 161 Hoe St., 

i London, E.17 


London Transport carry daily 
two million passengers on their 
3,650 railway cars and 11 million 
on their 9,000 road _ vehicles 
Furthermore, at each of their 20 
busiest stations every week, from 
a minimum of 250,000 up to 


Tel: LAR. 7501 (3 lines) 
650,000 passengers start or end 
their journeys waiting, on an 


The 
GUARDIAN average, some four minutes for a 


; Preture Lond ur “ner rai 
People who know call it “London's ‘ y i . nm train 
finest suburban newspaper © 4 view of the West Hill Estate built by the London County Council Poster facilities are equally 
as part of the gigantic post-war building scheme extensive 


4 be. ae 
; 33-3 aa 
PS A Ou ein 
> f Li wt L 
SERVE , ae 
Z oa 
_ r as 5 : " 3 
SUR TS ey uibeai | 
ina a4 


NovemBer 25, 1955 . ADVERTISER'S WEEKLY 


THE GREATER PART OF SOUTH LONDON 


IS COVERED EVERY WEEK 
BY THE NINE NEWSPAPERS IN 


SOUTH LONDON 'S 
SUBURBAN GROUP 


WIMBLEDON BORO’ NEWS: MERTON & MORDEN NEWS: BALHAM & TOOTING OVER 63.000 COPIES 
NEWS & MERCURY: STREATHAM NEWS: CLAPHAM OBSERVER: M/'CHAM NEWS & SOLD WEEKLY IN 
MERCURY : PENGE & ANERLEY NEWS: NORBURY & THORNTON HEATH NEWS : SOUTH LONDON’S BEST 

NORWOOD NEWS. RESIDENTIAL DISTRICTS. 


ADVERTISEMENT MANAGER : ALISTAIR MACDERMID. 


NEWS BUILDINGS, 2 BELVEDERE ROAD, UPPER NORWOOD, S.E.19 


Telephone : LIVINGSTONE 3333 
(Members A.B.C 


a 


FULL COVER FOR TRADE AND 


mis ts ¥ 
CLASSIFIED ADVERTISING IN | \| | : : ¥Y 
-MUCrocosmos 


LONDON’S MOST DENSELY 


POPULATED AREA ee | 
. or in plainer English, the little world 
vered by the West London Observer! It's read 
equally in mansion or mews, from 
Putney to Willesden, Kensington to Hounslow — 
read eagerly every Friday for its news, 
views, Sports gossip and ads., big and small 


If you've a message for *26,378 people and their families, 


SUNGTON GAZETTE gut ‘ato Obs 


BARNES © MORTLAKE © KENSINGTON © PUTNEY © RICHMOND 
SHEPHERDS BUSH © FULHAM © NOTTING HILL © ACTON © PADDINGTON 
HAMMPRSMITH © SOUTHALL © ST. MARYLEBONE © HARLESDEN 
HANWELL © CHISWICK © HOUNSLOW © BAYSWATER © SRENTFORD 
WEST KENSINGTON © EAST SHEEN © KNIGHTSBRIDGE © KEW 


Particulars and Rate Cards from: 


J. C. ROGERS, Adeersi * Send for rete cord ond voucher to: 


W.L.0. OFFICES, 16, QUEEN CAROLINE ST., HAMMERSMITH BROADWAY, W.6 
10 GOUGH SQUARE, E.C.4 FLEET STREET 5651 Telephone : RiVerside 8/46-7-8 


* ABC CIRCULATION FIGURE 26,578 Jan.-June 1955. 
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KENSINGTON 
NEWS 


HEAD OFFICE : 118 KENSINGTON CHURCH ST., W.8 


AND 


West London Times 


FRIDAY (Price 34.) 
This popular Newspaper has been established over 80 years 


and circulates in the following districts :— 


Kensington Shepherd’s Bush Hammersmith 
S. Kensington Bayswater Fulham 
Notting Hill Paddington Chiswick 
Brompton Chelsea Acton 
Mayfair Barnes 


For advertisement rates and specimen copy telephone 
BAYswater 3221/2, 7267/8 


RICHMOND & 


TWICKENHAM TIMES 


THAMES VALLEY 


TIMES 


BRENTFORD & 


CHISWICK TIMES 


Established in the reign of Queen Victoria 


If it is a London Suburban Newspaper 
campaign, this o'd established series 


is a must. 


TIMES OFFICE, 
KING STREET, RICHMOND, 


SURREY. 


Telephone. RICHMOND 0063/4 
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Greater London 


Commercial TV audiences 
are growing every day 


by a Special Correspondent 


VER one million pounds 

have now been spent by 
advertisers on commercial tele- 
vision, the coverage of which 
is at present centred on the 
Greater London area An 
average of about 300 spots are 
appearing each week. 

What impact this advertising 1s 
having is still far from clear 
although certain factors are be- 
ginning to emerge 

It is now generally agreed that 
by the end of November there 


will be something in the region 
of 500,000 homes in the London 
viewing area—out of a possible 
3,500,000-—with multi-channel 
sets. Possible viewership is in 
the region of 14 million. By the 
end of the year over 600,000 
homes are expected to be able to 
receive Independent Television 


Authority transmissions 


Peak period size 


Viewership figures are much 
more difficult to ascertair Peak 
period shows (like “Sunday Night 
at the Palladium” and “Saturday 
Showtime”) have, however, had 
an audience of between 900,000 


and a million. 


It is generally considered far 


too early to estimate the influ- 
ence of the commercials on sales 

The Hardware Trade Journal 
did quiz 750 retailers the other 
day. Only 31 per cent said they 


could trace any sales directly as 
a result of television advertising 
But it must be remembered that 
lines like “Do-it-Yourself” equip- 
ment, cutlery and pressure 
cookers, all of which have been 
advertised quite heavily, are not 
the sort of product that the 
viewer will go out and buy ever 

day. 

There is little doubt, how- 
ever, that commercials for 
articles of this nature will 
have an effect over a longer 


On the other hand, Murray- 
mints——-whose commercia!s 
topped the October Gallup poll 
for popularity, report: “ ve 
can sav that our records prove 
that television has worked 
making the name Murraymints 
better known and more often 
eaten in the area of London com- 
mercial television Advertisers 
have also reported good response 
from “Shopping Guide” pub 
licity, and time signals for Red 
and White cigarettes are also be- 
lieved to have boosted the sales 
figures. 

No really strong criticism has 
come from the London viewer 
about the commercials The 
biggest complaints so far have 


well in 


been about the “natural break” 
particularly when it occurs in 
the middle of a play. The con- 
tractors are beginning to work 
out a more satisfactory system. 
One survey has revealed that 

40 per cent of viewers find the 
commercials are extremely 
interesting or entertaining. 
Only six per cent thought they 
were dull or .  Asso- 
clated-Rediffusion report that 
letters from viewers indicate 
that 85 per cent like the com- 
mercials. 

On the whole, the London 
viewer would appear to like what 
he has seen so far of commercial 
television. Some 40 per cent in 
one survey said they preferred 
the ITA to the BBC, 20 per cent 
said it was not so good. 

Although the audience is grow- 
ing rapidly there is one big draw- 
back—the aerial problem. Many 
councils—including the LCC 
do not permit outdoor aerials on 
their property. 

Good reception has been re 
ported on indoor aerials in 
central London and in North 
London up to some 15 miles from 
the Croydon transmitter. But the 
Band II] wave moves in a mys- 
terious way. It may reach an 
indoor aerial in one place and 
miss it in the flat next door. 

On the whole, however, the 
two London programme contrac- 
tofs are well pleased with the 
growth of the audience. By the 
sixth week of transmissions the 
London audience had risen by 
109 per cent, claimed Associated 
TeleVision Ltd. 


This is the counter display for 
the Libby product—see page 64 
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How the local newspaper 


solved a fashion problem 


By B. FILLAYSON BULLOCK, 
publicity manager, Kennards Ltd. 


T .is probably quite true to 

say that most women at 
some time in their lives have 
longed to be mannequins. At 
all events, Kennards of Croy- 
don, in conjunction with 
Townsdale Ltd., manufacturers 
of outsize coats and suits, have 
lately enabled several women 
to experience the materialisa- 
tion of this dream. 

In organising a “Customers 
become mannequins” parade for 
fashionable outsizes, Kennards 
brought the thrill of applause, the 
glamour of modelling clothes, 
and the dazzling brilliance of 
spotlights to five ordinary house- 
wives and one young woman. 

Yes, customers themselves 
helped to sell the store’s mer- 
chandise to other customers. It 
is one way of boosting intimate 
customer contact and increasing 
the selling force behind special- 
ised departments 

Finding the mannequins 

The idea originated when the 
store fashion buyer and _ the 
manufacturers were discussing 
the difficulties of finding suitable 
mannequins to model outsize 
garments. This applied especi- 
ally to the shorter outsize and 
the woman with broader hips 

It was suggested that if the 
usual agencies could not pro- 
vide the exact kind of model 
required, possibly the store 
could. Or better still, why not 
advertise for ladies from the 
general public to show the 

nts ? 

The buying season was already 
on its way and so quick action 
was a vital factor. When the 
publicity department was 
approached concerning the pos- 
sibilities of the idea, there was 
just under three weeks left to 
carry the scheme through to 
fruition—and there were only 
two issues of the weekly news- 
paper in which the idea could be 
brought to the attention of the 
public. 

Everyone concerned wondered 
what the response to this novel 
idea would be 


Stock-blocks used 


An eight inch double column 
space was booked for the next 
issue of the newspaper. There 
was insufficient time to prepare 
artwork and blocks so there was 
a last resort to 
agencies Hurried looks at a 
dozén or so sheets revealed an 
ideal illustration. It had no con- 
nection with any mannequin 
parade announcement and was 
but a small part of the original 


stock-block | 
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Placed in the local paper, this 

advertisement pulled very well. 

Despite the fact that the weather 

was extremely bad on the day of 

the parade, the store was packed 
to capacity 


The layout was sent on its way 
complete with illustrations and 
the heading of “Want to be a 
model for a day?” The job was 
paper set to instructions. Within 
three days of booking space the 
advertisement was running off 
the press. 

The response was staggering 


Vital details supplied 


Applications came pouring in 
from women who possessed 40- 
inch hips and over. The ques- 
tions on the entry form had been 
composed in such a way as to 
provide vital details necessary to 
facilitate rapid checking, thus 
permitting a preliminary selection 
of possible models to be made 
This number ascertained, special 
replies were quickly prepared to 
send to unsuccessful candidates 


ment requesting the pleasure of 

the recipient's company at tea 

in the restaurant and promising 

a reserved seat at the parade on 

acceptance. 

Women on the short list were 
asked to attend selection inter- 


@ Continued on page 68 


It’s the 


WANDSWORTH 
BOROUGH 
NEWS 


(Established 1885) 


aw a0 
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ROEHAMPTON 
SOUTHFIELDS 
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EARLSFIELD 


CLAPHAM 
JUNCTION 


ETC. 


WANDSWORTH BOROUGH NEWS CO. (1954) LTD 
Head Office: 
144 WANDSWORTH HIGH STREET, S.W.18 
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S. African agents 
‘can speak 


with one voice’ 


The Advertising Agents’ Asso- 
ciation of South Africa had the 
biggest influx of members in its 
history when it held its annual 
general meeting in Johannesburg. 

It now represents nearly 90 
per cent of the advertising 
agencies in the Union, and its 
president, . D. Cocksedge, 
claimed that it can now “speak 
with one voice.” 

Eleven new members were 
admitted : 

Bernstein Wilson Advertising 
(Pty.) Ltd.; Burns Advertising Co. 
(Pty.) Ltd. Grant Advertising 
(Pty.) Ltd., Hedley Byrne & Co. 
(Pty.) Ltd.; Intam (S.A.) (Pty.) 
Ltd.; Kenyon Advertising (Pty.) 
Ltd.; . C. Northcroft (Pty) 
Ltd.; Mh Advertising Agency 
(Pty.) Ltd.; Rowan Prins Adver- 
tising (Pty.) Ltd; J. Waker 
Thompson Co. S.A. (Pty.) Ltd.; 
van Zijl and van Zijl (Pty.) Ltd. 

The president, in welcoming the 
new members, said that he 
believed that a strong Association 
was to the benefit of the profes- 
sion as a whole. He hoped that 
the few agencies not yet members 
would apply for admission. 


Many advantages 


He felt that the Association, 
backed by the Society of Adver- 
tisers, would probably meet with 
more success in the future in 
negotiating with other organisa- 
tions, but the advantages to be 
derived from a strong and repre- 
sentative Association were too 
numerous to mention. 

The president urged the in- 
coming executive to study ways 
and means of placing agency 

ractice on a sounder economic 
ooting and on a more profes- 
sional basis. 

The following were elected to 
office : president, Mr. Cocksedge 
(P. N. Barrett Company (Pty.) 
Ltd.) ; vice-president, D. Armour 
(J. Walter Thompson Co. S.A. 
(Pty.) Ltd.) ; executive committee, 
N. Bulley (African Amalgamated 
Advertising Contractors Ltd.) ; 


J. R. Mackay (EB. Lindsay 
Smithers (Pty.) Ltd.); A. D. 
McLaren (J. Walter Kirby 


(Pty.) Ltd.); T. Young (Young 
Advertising (Pty.) Lid); J 
Hannes van Zijl (van Zijl & 
van Zijl (Pty.) Ltd.) 


Atom exhibit 
at 1956 BIF 


The “Atoms for Britain” exhi- 
bition, originally staged ai 
Geneva during the recent atom 
conference, will be seen for the 
first time in this country at next 
year's British Industries Fair. 

It is to be presented by the 
UK Atomic Energy Authority 
and will be a major feature in 
the BIF electrical and electronics 
@ Continued on page 7! 
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PHOTOGRAPHERS 


COMMERCIAL AND 


EsTo i917 


23. WEST SMITH 


COWDEROY 
AND MOSS 


L/MITED 


Photographers & Colour Specialists 


25 MANCHESTER SQUARE, W.! 
Telephone: HUNcer 991! (2 lines) 


Photographic 
Prints 


€ LILYWHITE LTD. 
Brighouse, Yorkshire. Phone: 120 
73 BAKER STREET, LONDON, W.! 
Phone: WELbeck 0938-9 


R. FOX L™ 


OF HAMPSTEAD, N.W.3 


WE Will 


Sf MOST HAPPY TO 


BLOW-UP 


FROM YOUR NEGATIVES 


10- DAY 


ov $0 O8SIRE 


room HAM 9861 one 


COLLECTIONS and DELIVERIES 
LONDON AREA—TWICE DAILY 
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PHOTOSRAPHERS PHOTOGRAPHERS 


See Ware about 
Publicity Pictures 


with a news angle 


AC.K.WARE service includes 


an extensive library of Colour 
and Monochrome pictures 


ACKWARE (Aon yess) LTD. 
28a Basinghali St..londen.£.C.2 
PET agen WNT 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 
"Phone FRO 10/8, 10/9 
Photographic Illustration Ltd 


85 Cromwel! Road, $.Ww7 


EXPRESS Prunt SERVICE 
a eo en 


in 35mm Eastmancolor, * achrome and 


FILMSTRIP FACILITIES LTO 
Irwin House - |! Gough Sa 
Fleet St.- £.C.4 
Phone City 29 
Our representative wil! be pleased 
te cali upon you 


if you require 


PUBLICITY PHOTOGRAPHS 


of exceptional quality you are invited to 
consult 
WELBECK PHOTOGRAPHY, 


120, Baker Street, London, W.!. 
Telephone : H UNter 9764 


PHOTOGRAPHIC PRINTS 


100 
1000 
1000 000 


naz <o 


PH AY 


4 


3 Dorset Buildings, 


CENTRAL 5300 or 7921 


Salisbury Sq., London, E.C.4. 


We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


UVA ZANT ST VANC ONL" 


LTD) 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Display 


and Exhibition 


ADVERTISING SERVICES 


POINT OF SALE 
ADVERTISING 


LTD. 

(Specialists in the production and 
placing of advertising material for 
all uses) 

London Office: 

98, Wimpole Street, London, W.! 


Screen Production Units: 
Lonsdale Hall, Lonsdale Road, 
Dorking, Surrey. 


Portfolios of Samples are available 


for the use of Advertising Agents 
and their Clients. 


a EAMIBITIONS 
DISPLAYS 
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b cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Stee! dies for metal. 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.! 
GLE 6474 Est. ever 40 years 


PROCESS ENGPAVERS 


notogr aphy 
leading the way 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


MOUSE, % CLYDE 57. 
CITY o961-3 


PRINTING TRADE 


DESPATCHING 
SHOW CARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.! 
CAN 246! 


— 


Children are 
badgering 


parents are bad- 
ering shep- 


turers will be appr a 
more about the 
Promotion 
the badge experts 
pee and 


heal | heneo [oven 


AND SON LTD., 
SS HATTON GARDEN, LONDON, E.C.i. 
Telephone: HOL. 0139 


Then ¢ get in touch wich 


EG CURTIS Miglage 


LTD. BAG MKRS. 
& (0. PRINTING & 
185 HAYDONS RO. | pacwaging 


WIMBLEDON,S.WI9 
Jel. LIBERTY 4514 SPECIALISTS 


MISCELLANEOUS 


PLASTOIC 
BINDING 
now at 


DIE-STAMPING 


zaocsixe PHOTOGRAPHS 


of Horticultural Interest 
commanicate with 
REGINALD A. MALBY & CO. 
19 CHELMSFORD RD., WOODFORD, 
Eis 


Est. 1908 Phone: Hol. 864! /2 


ALERT 


Circularising Co. Ltd. 


87/93 LAMBS CONDUIT ST., W.C.! 


Directors: 
P. Millward, F. Halls 


House to House distribution of 
circulars etc. by men under efficient 


CONVEX LTD. 
roe 


PLASTIC RULERS 
SCALES, CALENDARS AND 
PLASTIC NOVELTIES 
4) MRECKNOCK BOAD, 67 


PhONE: GUAg 4877-2048 


YOUNG & FOGG RUBBER 
Wimbledon. 5&.W.19. us 


©. LTO. 
(6 nes) 


PERMAC SIGNS 
28 BRIXTON ROAD 
SIGNMAKERS & WRITERS 
SILK SCREEN PRINTERS 
EXHIBITION & VAN WRITERS 


TELEPHONE BRIXTON 1628 


| Herald, 


| form of 
| extensively in 


SIGN- WRITING | 


FOR ALL S 


ENGRAVED STATIONERY 


FRANK E. SEARY LTD. 


Cramer St., Marylebone High $t., W.1 
WEL 5248 


artists’ 
brushes 
Ask your desler for VINCI brushes or 
write now to: 
L. ?. Brush Co. Led. 


5! St. Stephen's Gdas., London, W.2 


Ss. MOORE & CO. 
SIGNWRITERS 
Speciahets in typeface lettering. Wood 
letters cut to é 


35, Goodge Street, London W.1 
Tel: LAN 4034 
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ATOM EXHIBIT 
AT BIF continued 


sections at Olympia, London, 
from April 23 to May 4 

The exhibition, which covers 
7,000 square feet, will show 
Britain's progress in harnessing 
nuclear power and in using 
atomic energy in industry, agri- 
culture and medicine 

A spokesman of the UKAEA 
said last week: “This will be the 
first occasion that atomic energy 
has been illustrated on such a 
scale and in such a comprehen 
sive way in Britain.” 

The BIF will be held at Earls 
Court, London, from February 
22 to March 2 and at Olympia, 
London, and “Castle Bromwich, 
Birmingham, from April 23 to 
May 4. 


Health beverages 
report by 
‘Daily Herald’ 


The market for health bever 
ages is surveyed in the sixth of 
the current series of Daily Herald 
commodity reports, issued to 
advertisers and advertising agents 
last week. 

Because the term “health 
beverages” might have been mis 
understood, housewives who were 
interviewed for the survey were 
questioned only about their pur 
chases of cight named brands 
which were known to account 
between them for nearly the 
whole of the market 

The eight brands were Ovaltine 
(bought by 43 per cent of the 
housewives buying any health 
beverage during the month before 
the interview), Horlicks (27 per 
cent), Bourn-Vita (22 per cent), 
Milo (6 per cent), Vitacup (4 per 


| cent) and Barlova, Instant Postum 


and Maralyn (1 per cent between 
them). 

“The report,” says the Daily 
“throws light on the 
effectiveness of the ‘strip cartoon’ 
advertising used $0 
campaigns for 
these commodities 

“It shows that health beverages 
are bought by 45 per cent of 
Britain's housewives, nine out of 
10 of whom regard them as 
‘nightcaps’.” 


Sales message 


in the groove 


A trade and technical journal 
advertisement manager has sent 
gramophone records publicising 
his journal as an advertising 
medium to prospective adver- 
lusers 

The man who had used this 
promotional method for, it is 
believed, the first time in this 
country, is Stanley R. Terry, of 
the Electrical Times 

A large number of 10 in 


@ Continued on page 72 
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SALES MESSAGE IN 
THE GROOVE con. 


records were sent out without any 
obvious indication of origin, to 
arrive on a Friday in time to be 
taken home for the week-end. 


Roy Baldwin, managing direc- | 


tor and editor of the journal, 
states that the record provided 
a means of putting over an 
informal talk away from the dis 
tractions of a busy office 

The message, which mentions 
the Electrical Times by name 
only once, emphasises the work 
which the journal does through 
its inquiry department in placing 
business in the way of firms, and 
draws attention to its advantages 
as an advertising medium both at 
home and overseas. 


Screen ads ‘add 
life to press 
campaigns’ 


Over 40 clients and guests of 
Glovers Advertising Ltd. attended 
a showing of cinema advertising 
films arranged by the agency's 
audio-visual-presentation depart- 
ment, which handles film, radio 
and TV advertising. The show 
was held at the Gaumont Cinema, 
Bristol. 

All facilities were provided by 
the west region of J. Arthur Rank 
Screen Services. 

R. J. Hignell, Glovers’ director 
in charge of AVP, surveyed the 
part that screen advertising has 
come to play in media planning 
He said that the big screen, com 
bined with colour and the solus 
presentation of each advertise 
ment, greatly increased the power 
of cinema advertising 


Bolstering weak area 


“When an agency feels that a 
marketing drive needs bolstering 
in a weak area, when a press 
campaign needs added life, when 
active demonstration of the pro 
duct is required——screen adver- 
tising can Jes a vital part in the 
campaign,” he said 

But it should be remembered 
that no advertising medium 
should be assessed as an isolated 
factor. The agency's task was to 
base its recommendations on the 
best use of all media available, 
Operating together to the same 
end When screen advertising 
was correctly used, in conjunc 
tion with other media, its effec 
tiveness was even further 
increased 

The Glovers AVP department, 
he claimed, covered all methods 
of communication appealing to 
the eye and ear simultaneous!\ 

a highly specialised subject 

The programme, arranged by 
Mike Malin, head of JARSS in 
the West region, showed a varicty 
of cinema advertising techniques 
now available, including examples 
of “Tips” and “Shop.” After the 
show, questions were answered by 
Mr. Hignell, J. A. B. Cook, head 
of Glovers’ AVP department, and 
Mr. Malin 


SILK SCREEN SERVICES 


SHOWCARDS - POSTERS 


| SCREEN PRINTING 
‘| Lorge or smell quantities 
\ on ony material 


72 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


57 BAYHAM PLACE nw 


SHOWCARDS POSTERS 
WINDOW BILLS + CUT-OUTS et 


LICENSED DAY-CLO PRINTERS 


POSTERS (all sizes) 
SHOWCARDS & DISPLAY 
UNITS 
SILK SCREENED or 
SINGLE COPY 


B & D ADVERTISING 


35 Merton Rd., London, SW18 
Telephone: VANDYKE 6860 


== 


a 


Servi 
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SILK SCREEN SERVICES 


y 


HYPNOCOLOR 


Aintled 


SCREEN PRINTING 


IN FLUORESCENT 
AND 


SILK SCREEN INKS 


15-16 GOUGH SQUARE, 
LONDON, E.C.4 


(Adjoining Dr. Johnson's House) 


Telephone: CITY 2787 


36 NORTH ROAD, 
YORK WAY, LONDON, N.7 
NORTH 3327-8 — 


SILK SCREEN 
Ano | 


la powerful combination for. | 
long or short runs of coidur | 
printing. Any Material 


| OBELIS PRENSASIA\SLT 


| Myron Place, London, S.E.13 | 
Lee Green 6133/4 


Silk Screen 
Printers 


Sign, Display and Outdoor 
Publicity Contractors 


Multiple Display 
Units 
Frost & Ward 
17 Chiltern Street, London, W.! 
Telephone: WEL. 3563 


SILK SCREEN MATERIALS 


SILK and 
SCREEN 

PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport. Tel. STO 3375. 


CUT-OUT LETTERS 


display 


lettering 


Cut-out reflel lettering ready gommed, 
Lay — tie Range sizes 
3/16 te 12 inches a 


LONDON INDUSTRIAL ART LTD. 
3 All Saints Road, London, W.! 
Tel. PARK 943! 


SHOWCARDS 


@ CONVEX LTD. 
CUT-OUT, EMBOSSED 
COLOURED, SILK SCREENED 
CELLULOID PRINTING 


4) BRECKNOCK ROAD, Ny, 
PHONE GUL, 4877-2848 
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Su PI pli 


COMMERCIAL ARTISTS 


VERY RARE 
‘ photographic ’ 
RETOUCHING 


@ “ netural *” retouching 


essential to good advertising 


Phone: CHAncery 3902 


SMH 


2 Doughty Street, W.C.I 


COMMERCIAL ARTISTS 
AND RETOUCHERS 


' Esto i917 


23. WEST SMITHFIELD 


LONDON 
= ART 
"SERVICE 


many well known artists 


| REGENT STREET, 
LONDON, W1 
REGENT 8377 


i% eRe . 


LTD : 


Arusts’ Agents representing Z 


2 |, HEDDON street, £. 


COMPLETE STUDIO SERVICE 


WILLI 


C. 


STUDIOS 
142 HEN A CHICKENS COURT 
» FLEET STREET, £.6.4 

Telephone: Chancery 9266 


THE 


TUDOR ART AGENCY LID. 


representing 
FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C.4 
HOLborn 8841 


EXHIBITIONS & DISPLAYS 


AUTOMATIC DEMONSTRATION 


For exhibitions and store displays, 
use «(‘““TELE-SOUND" speech-syn- 
chronised units. Completely auto- 
matic. Hire or purchase 
WEYBRIDGE, LTD., 


76, Rochester Row, $.W.! 
Vic 2821. 


THEATRE & EXHIBITION | 


CONTRACTORS LTD. 
26 Progress Way Croydon 2624 


[Specialists in Exhibition | 
Feature Construction, | 


Stage Decor and Scenery | 


Why not put your TV Feature 


or Exhibition— 


ON ICE! 


We have complete equipment os 
supplied to 
Radiolympia . Radio Earls Court 


Daily Express Food Fair . Theatres 


DISPLAD LTD. 


CASTLEFIELDS 


MANCHESTER IS 


BLACKFRIARS 0856 
OLD HANDS WITH 
YOUNG IDEAS 


EXHIBITIONS & DISPLAY 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 


ARC 6241 


DESIGN 

DISPLAY 

EXHIBITION 

SILK-SCREEN 

PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 


REPLICA HOUSE, 
BAVARIA ROAD, N.19 


J WATSON “oreo ito 


BASSEIN HOUSE 

BASSEIN PARK RO. 

LONDON - W-i2 
PONE 


DISPLAY 
units WW 
PLASTIC 


¢ METAL 4363 


Berta Studios Ltd. 
A & A Displays Ltd. 
W indee os 


kx hibition Stand 
Contractors 


12 Manette St., London, W.1 
GERrard 8757 


WHITE HART STUDIOS 
scuLrrons & DESIGNERS 


ADVERTISING & DISPLAY 
MODELS 


ones om @UANTITY 
UCTION 
mn RuUeSeA LATEX 
la, THE WALDRONS, 
OYOON, SURREY. 
Phone : Croydon 1343 
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Report on 
publicity 
for tourism 


Copies of 
and Publicity 


Tourist Promotion 
Media, a critical 
survey which was presented to 
the International Travel Re- 
search Institute at its general 
assembly in Cairo last month, are 
now available in this country 
from the British Travel and Holi 
days Association, at 15s 

The survey, by L. J. Lickorish, 
assistant director-general of the 
BTHA, and vice-president of 
the ITRI's research committee 
examines the effectiveness § of 
publicity and advertising in de 
veloping international travel 

It deals particularly with the 
activities of Governments or 
official tourist boards in carrying 
out national publicity to attract 
travellers to the countries of 
regions covered by their activities 


Selection of media 


Its chapters cover the need for 
promotion, the relationship 
between publicity and traffic, the 
importance of publicity in the 
choice of the holiday resort, the 
selection of publicity media and 
the comparative power of various 


media, a breakdown of current 
publicity budgets, the measure 
ment of effectiveness of advertis 


ing, and the part design can play 


in the service of tourism 

In the closing chapter of the 
book Mr. Lickorish draws the 
conclusion that travel publicity 
is necessary and “pays handsome 
dividends.” A strong case 1s 
made out for all those interested 
in travel promotion combining 


their resources to organise experi 
ments in test arcas. From these 
experiments the effectiveness of 
various media individually and 
in combination could be analysed 


LYUNS 
MILK 
cm * 


This counter display of Lyons 
Milk Chocs has recently been 
issued to retail outlets One 


dozen packs can he presented 
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PRESS ADVERTISEMENT 
AGENCY T. B. Browne, Ltd 


ART DIRECTION: D.A. Kelsey 


ADVERTISER The National Magazine Co. Ltd 
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THE GRAPHIC ARTS 
—a weekly news survey 


‘Basis for new 
printing 


agreements’ 


After discussions lasting all 
day last Thursday, the employers 
and six unions in the printing 
industry announced that they had 
found a basis for new agreements 
on pay and conditions. 

A seventh union, the Typo 
graphical Association met the 
employers again on Monday. No 
statement had been issued by 
midday on Wednesday about the 
outcome of this meeting 

Details of the proposals wil! 
not be disclosed until they have 
been put before the councils of 
the British Federation of Master 
Printers and the Newspaper 
Society and the executives of the 
unions concerned, who will also 
take a ballot of their members on 
them 

The six printing trade unions 
involved are the National Union 
of Printing, Bookbinding and 
Paper Workers, Scottish Typo 
graphical Association, Nationa! 
Society of Operative Printers and 
Assistants, Amalgamated Society 
of Lithographic Printers, Mono 
type Casters and Typefounders’ 
Trade Society, and Nationa! 
Society of Electrotypers and 
Stereoty pers 


£65.899 answer to 


Pension Appeal 
Newspaper proprietors should 
be thinking of opening new 
papers, not closing down old 
ones, said Brian Roberts, vice 
president, Institute of Journalists 
at the 128th anniversary festival 
of the Printers’ Pension Alms 
houses and Orphan Asylum Cor 
poration on Thursday of last 
week 
He was responding with Sir 
Alan Herbert to a toast to 
“Literature and the Préss,” pro 
posed by the Dean of Ripon 
Leading personalities im _ the 
world of print and publishing 
heard it announced that Appeal! 
contributions for the year totalled 
. £65,899. And they saw the pre 
sident, Victor FE. Walker, hand 
the chain of office to his suc 
cessor, Lord McCorquodale 


Bookbinding award 


A memorial fund in the name 
of Thomas Harrison, a leading 
bookbinding craftsman who died 
this year, has been set up in the 


form of an annual award for 
craft bookbinding, to be com- 
peted for by students of the trade 

A committee has been set up 
to carry out the scheme, honorary 
treasurer of which is F. G 
Marshall, 42 Grange Road, 
Sutton, Surrey 


to Ameria with 
(eft), Linotype 


While on a trip 
Hermann Zapf 
G.m.bH., Frankfurt, Walter Trac» 
(centre) head of Linotype A 
Machinery Lid.'s typographic d« 
partment, talks to Jackson Burke 
director of Mergenthaler's type 
department, about international 
typographic development. In_ the 
USA he visited the Houghion 
Library at Harvard University 
meeting Philip Hofer and Rudolph 
Ruzicka amongst others, and went 
on to attend a seminar at Yale 
University where both Mr. Trac» 
and Mr. Zapf addressed the School 
of Graphic Design on typographica 
developments in urope In 
Chicago, they visited the Newberr) 
Library, Donnelly's Lakeside Pres: 
and the Container Corporation 
before returning to New York for 
several more days of extensiv« 
business meetings All this was 
interspersed with a number o 
luncheons and dinners, one of whic! 
was given ‘in their honour by the 
Grolier Club and another by the 
Society of Typographic Artists of 
Chicago 


First in London 

G. F. Tomkin Ltd., of Leyton 
stone, are installing a new double 
royal two-revolution automatic 
letterpress machine, which will 
be in operation from Thursday 
December 15. The new machine. 
they claim, will be the first of its 
kind to be built in London, and 
will produce the highest quality 
printing in the shortest possible 
ume. The installation of the new 
machine concludes a complcte 
plant change by the firm 
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24-hour process service 
for American agencies 


A. \. Hunter, president of the Federation of Master Process 
Engravers, told members of the Process Engravers’ Club in London 
last week that British engraving equipment was “every bit as good” 


as that in the United Siates. 

“I would not have ordered any 
equipment, even if I had been in 
a posit do so,” he said. 

Mr. Hur who is managing 
direct: of the Sun Engraving 
Co., Ltd... was giving his impres 
f recent visit to New 

ittend the $9th Annual 
Cony , of the American 
Photo Fogravers’ Association 

Hy > this warning to British 
supt ses: “You must de 
vote ninds to revolutionary 
ideas electronics and new 
meth, etching copper, zine 

im 

les were being made 
n the colour field, and 
particularly impressed 

Time-Life Scanner 

were still being spent 
evelopment, and he 
it in time it would be 

vent machine. 


| nions’ views 


of the American 
were speeches by 
es of two labow 
ic president of the 

Photo Engravers 
North America had 
American employers 
on would do every 
power to co-operate 
luction and develop 
he industry for the 


te 
iter, 


Ssior 


, 


nter said that he 

on the whole there 
geness on the part of 
he United States to 
more than the 
man, but thet 
man was much 


ghtly 
king 
prod per 
supe 
In America he had found there 
was a that other processes 
such lutho and photogravure 
had taken, and were going to 
take, quite a lot of business from 
letterpress 
In New York there was much 
more competition for 
work than in London. 
and quality were essential. In 
the main, agents and publishers 
expected, and received, a 24-hour 


ABCDEFGHITKLMN 


abede(ghijklmnopgrstuvwxy2 


OPQRETUVWXYS 


to the Editor iast 
of Reading, said 


in a ietier 
Grantham s 
using C hox 
Above are the 


that 


main characters 


week 
he recently 
a new type from typefounders Fonderie Olive, of Marseilles 


nf Chow 


R. Fran Sutton, art director of 
prepared some lay-out; 
luced from an advance 


repr 


paste-up proof supplied by Alfred Bastien, of the Typographical Centre 
for Mr. Sutton’s use pending delivery of the actual type. 


service on engravings, whether 
squared-up, combined line and 
tone, or cut-out. 

But the Dow process had made 
litthe progress in New York 
where the engravers were “ 
conservative people.” It 
been installed elsewhere, 
large volume of work was re 
quired to make it an economic 
proposition. He believed that the 
reluctance in New York to use it 
would be overcome 

News that European deliveries 
of the Fairchild Scan-a-Sizer 
seen at IPEX, might begin next 
September was given by J. A. V 
Hyatt, vice-president and genera! 
manager of the Fairchild Cor 
poration, in a talk following Mr 
Hunter's 

He also said that the Corpora 
tion was working on a ~~ 
screener. It was hoped hes in 
about a year it would be 
developed to the point when 
prototypes could be exhibited 


Sereen-printers 
using equipment 
from America 


In few branches of the printing 
industry have such great strides 
been made in the last 25 to W 
years as in silk-screen printing 
Some of the best equipment in 
the world is now in this country 

Working conditions for em 
ployees, who now work in large 
well - planned screen - printing 
shops, have improved, and with 
them the standard of work they 
turn out 


Larger premises 

Among the firms to 
brought into use recently 
and better machinery in 
modern works ts Walter Brian 
Ltd., now occupying larger pre 
mises—-over 10,000 sq. ft im all 

at 407-40 Hornsey Road 
N.19 

They are specialising in the 
production of posters which in 
corporate the use of half-tone 
printing. They have streamlined 
their application of the screen 
process to be able to compete 
with litho poster production on 
smaller runs 

Producing silk screen and 
colour printing for many adver 
tisers, the firm has recently com 
pleted a run of (00 32-sheet 
posters, which entailed 54 half- 
tone 60 in. by 40 in. sheets 

Brian Webster, a director of 
the company, states that his 
works are being completely re 
equipped and some of their 
machinery « being bought from 
America 
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OFF ON TOUR WITH £500 PRIZE 


7 

WHAT Peter C. Beauchamp, who 
won the prize of £500 in the Betro 
and Royal Society of Arts essay 
competition on export markets, 1s 
“going places” is literally as well 
as metaphorically true His prize 
moncy will take him to Jamaica 
and Trinidad, where he will invest 
gate the possibility of selling more 
pharmaceutical goods in Caribbean 
markets (he is assistant market in 


formation officer of Menley & 
James, the manufacturing chemists) 

In fact he has already been 
places.” With the RAFVR he be 


came record librarian at the 
Radio Station, Colombo, and com 
piled and presented a number of 
programmes: and he has been to 
India twice, Spain twice, Sicily and 
Austria 

The range of his interests may be 


Forc Ss 


gauged from the fact that he holds 
the British Tutorial Institute 
Diploma in Market Research and 
article writing; put in two years 
voluntary service with the Honour- 
able Artillery Company ‘ ’ 
member of the English-Speaking 
Union; and his hobbies includ 
yachting. tennis, squash, swimming 
and music 
* * * 


Is there a doctor in the house” is 
a question that might almost be 
aswered affirmatively by Norman D. 


Miller, a director of Radiovision 


(Westminster) Ltd.. which is respon 
sible for the television organisation 
of “Family Favorites.” Over a 
number of years he oscillated 
between medicine (in which he did 
three years’ study) and film produc 
tion with Gainsborough, at Den 
ham, Merton Park and elsewhere 


When he himself went back as a 
patient in King’s College Hospital, 


where he had previously been a 
student, he almost reverted to medi 
cine; but I rather feel that. what 
with such ventures as “Family 
Favorites,” the transmission of live 
commercials from the Westbury 


Hote! and so forth, films and TV 
have got him in their clutches for 
good 

Mr. Miller was educated at Dul 


wich College and, after school, won 
1 number of medals at ice skating 
Son of a French mother, he was 
called Norman because he was born 
in Normandy; has lived in France 
for about five years; and speaks 
French and German. He is 30 


Has its points 


WHEN Miss Christine Veasey was 


women’s features depart- 


with the 


ment of Kemsley Provincial News 
papers Lid and the launching of 
Homemaking and Pins and Needles 


roached, it was suggested that 


ADVERTISING MANAGER'S CORNER 


* ECONOMISERY ~” 


There's no better recipe for unhappiness than 


trying to do two jobs. 


When we meet a man 


with a long face and a short temper, it’s ten to 


one he’s an advertising manager wrestling with 


his own display problems 


Of course there's 


nothing against trying to economise, but for 
our part we would rather save with a smile. 
Bring us your display problems and we'll show 


you how it can be done 


that sort of econo- 


mising has been a full-time job with us for 


more than a generation. 


distinctive showcards, 


clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tet: REGen« 3295-47 


1985 


NOVEMBER 25 


Major J. L. 
an inscribed 


M. Smail, v 


m behalf of the / é Ss 
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company ru rit 
combined i 
monthly. the sa lly 
now look hike 
millon mark A 
has increased fr 
year to 492 
From the da rked 
in the centra t nent 
of Amalga j 
week >» her 1 
publishing. gc nts 
planning featur t 
cles, Miss Veasey yUSY 
and successful lit 
Her Treasure Book of ‘ 
sold 25,000 cop . 
Now she has put ire 
Book of H »mme-M » nas 
just returned from a J troy 
to America w 
for new ventur 
Twice widowed . fan 
of three. Miss Ve 
remain as ct 
As a 


class 


now 


veertu 


raconteuse sh the 


LLEGACY of & 


races is the jour whict Val 
Huttoa, who has now joined Fook 
Cone & Belding Lid de t 5 
country from Aus , ’ 
Finrush four-mastc Viking ’ 
1948. She did the journey , 
days, beating her only ’ 

Mr. Hutton is muct be « d 
in this adventure n ord ry 
scaman on a sailing ship has 
romance about him than th p 


tain of a liner 


In Australia, he worked in b 
lishing, and im this country with 
London Press Exchang nd John 
Haddon 

. * * 


FROM her new offices at % ruc 
Si André des Aris. Paris. Joy 
Bokownew announces Maurice 
Rickards will be added to ti st 
of European and American de 


signers whose work she represents 
in France 

Multi-lingual Mile Bokow 
recently completed a twon h 
survey of British adver sing She 
sees no reason why th nflux 
French designers im the poster field 


in Britain should not be paralled 
by British designers in France 


of The Tweeddale Press Group 
Duke of Buccleuch, who made the presentation 
nuthern Reporter 


entenary 


receives 


a member of the Group 
dinner last week 


Footwear trip 


Bust back from a four-week business 
trip to Canada and the USA, his 
ninth since the war, is H. Mannall 
Eastwood. As 
Organisr of 
the Fashion in 
Footwear Ex- 
hibition, he 
had a special 
interest in the 
Montreal 
Shoe Fair, 


flew to attend 
the Chicago 
Shoe Fair 
During his 
calls on North 


American footwear experts Mr 
Eastwood had the satisfaction of 
seeing many newspaper reports of 
his own London exhibition 


* * * 


‘ 
SETTLING down at Tattersall 
Advertising Lid. of Harrogate, is 
24year-old Terence Mercer, whose 
father, S. Agnew Mercer, is manag 
ing director 

Terence, who was with the RAOC 
in the Canal Zone. travelled home 
by motorcycle, completing in a 
month a 3,800-mile journey from 


Beirut, together with a friend 
Also in the family business is 
another brother, Gavin. 


CONTACT 


WEEK'S WISECRACK 


~ 


‘No, there’s nothing wrong 

with Carruthers. He grew 

his beard for the Art in 
idvertising Exhibition’. 
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Why you 
should use the World’s 


Top Film Magazine 


13 MONTHLY 


570,000 readers are in 
16-34 age group (1955 Hulton Survey) 


ETSALES | 
250,012 (A.B.C: January-June 1955) 


Only £155 per page (black and white) 
(=12/5d per page per 1,000) 


PHOTOPLAY 


13 MONTHLY 
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Largest ever 
John Bull’ 


™~ week's issue of John Bull— 
of pages—is the largest ever 
‘plished in the magazine's history 
ts 324 pages of advertising matter 
including 134 in colour, represent 
the largest number of advertisement 
pages ever carried and the largest 
ever number of advertisers The 
revenue from these is also the 
highest recorded 


. * * 
New French-English-German pub- 
lication is Factories of the World. « 


quarterly illustrated” magazine for 
the businessman and technician 
Page rate is £60 


* 7 * 

In a Practical Motorist and Motor 
Cyclist folder, which contains a 
copy of the December issuc, Stuart 
Mander, advertisement director of 
George Newnes Ltd., claims that 
within 18 months of the launching 
the journal has achieved the largest 
net sale of all motoring or motor 
cycling publications. The last 
audited net sale figure was 288,04‘ 

* * * 

In a full-page colour adver 
tisement for the film “Oh, Rosa 
linda!” in The Cimema the jewe!s in 
the star's earrings, hair, and mask 
were represented by gleaming tinse! 
stuck on to the page, and her dress 
by coloured felting. The design 
originated with Associated British- 
Pathé’s advertising departmeni 
under Reg Jackson 


The Perfumery 
Record has increased its advertise- 


& Essential Oil 


ment rates. The new rates are: 
whole-page, £30; half-page, £15; 
quarter-page, £8 Ss.; and cighth- 


page, £4 10s. Old rates for the same 


sizes were: £26; £14 10s.; £8- and 
4 10s. 4 * * 

From the January issue. the ad 
vertisement fates of [Efficiency 
Magazine are to be increased to 
£40 per page and pro-rata, from 
£30 per page. The cember issuc 
will be a special 40th birthday 
number, and advertising agents 
will be sent a copy. together wit! 


re new rate card 
* * * 

By the end of 1955, the four 
International Editions of Time wil! 
have sold more than 5,400 pages of 
idvertising— total ° over 
4,800,000 dollars—making it Time 
International's biggest year ever 
Circulation of the _ International 
editions is also standing at its 
highest ever 

. > * 

For the British Industries Fairs 
next year, the Hindusthan Standard 
is to publish a special supplement on 
British industry. Some 50,000 
copies of the supplement will be 
circulated in India 

* * * 

The first issue of Executive, a new 
monthly controlled-circulation jour- 
nal for executives throughout com- 
merce and industry, was published 


last week. The journal, a Ruthven 
publication, was sent to 15,000 
executives Advertisement rates 


are: £45 full page, £25 half-page 


During the past four months the T.V.C. 
organisation has produced over one hundred 
and fifty commercials. To the best of 


our knowledge, no other single production unit 


can match this performance. 


In some cases they were ours 
r alone 


finished product 


from bright idea to 
The remain- 


der were the brain children of 
other people 
the production stage 


we came in at 


That's the advantage of the 
T.V.C. service 
as an agency's T.V 
ment (looking after every- 
thing from A to Z) or we take 
over just those aspects 
j as production 
be uneconomic for an agency 
to handle itself 


We function 
depart- 


such 
that it might 


May a representative call to see you ? 


General Manager : 


LAN 
T.V. COMMERCIALS LTD. 


T.V.c. STUDIOS LTD. 


igham 2000 or 


DANIEL F. WARNOCK 
9281. 


35, Portland Place, London, W.1 


Church Road, Barnes, S.W.13 
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The December ue / House 
Beautiful over il r “ con 
tain a coupon for tf nagazine’s 
first transfer pattern, fo hedhead 
felt appliquéd pane “ his into 
a Myer Matchma idboard 
Catesbys have arra 1 window 
display, with the ippliquéd 
panel in bedroom nincide 
with the publication date of the 
magazine. Other ughout 
the country are featuring Match- 


maker headboards zether with the 
December issue 


* * baal 


Temple Press Lid. has acquired 
control of Petroleun Tir s Ltd 
publishers of The Petroleum Times, 


the bi-weekly oi) jou lished 
in 1899. Editorial! on. bus 
ness management, and ti idress 
of the journa wi nue 
unaltered 
New monthly 
The first issue of a nthly 
Sweets & Tobacco Retailing, ap- 
peared last Saturd I irnal 
is being produced by National 
Newsagent Ltd., and the dition 
was distributed with c s of the 
National Newsagent, Bookseller 
Stationer. Advertisen S are 
full-page £32 10s., half e £16 Ss 
and quarter-page £9 
7 - - 
In an ecight-page supplement to 


Illustrated next week Gilbert Hard 
ing will give his views on Christmas 
Advertising support is planned for 
this issue im the nat ind pro 
vincial press 


* * > 
The Journal for Industrial Nurses. 
formerly published by the Nuffield 
Department of Occupational Health 


University of Manchester, has now 
been transferred to Macmillan & 
Co., Lid. It will continue to be 
published quarterly as a specialised 
journal for nurses in industry and 
commerce, in addition to the Ners 
ing Times, published weekly. First 
issue of the Journal for Industrial 
Nurses from Macmillans is the 


number due this month 
7 * 


* 

The New Year issue of the Archl- 
tectural Review wil! again contain 
a preview of buildings for the 


en- 
suing year. Advertisement rate. full 
page, £46; bleed-off, £51 
* 7 . 
Grays Inn Press are to publish 


Invitation to Dine, an annua! pub! 
cation concerned with where and 


what to cat and drink in London 


and Greater London. First print 
order will be 10,000 Advertise- 
ment rate: full page (type area 


54 in. by 7$ in.), £40. Free copies 
will go to hotels, travel agencies, 
etc. and 4,000 will be circulated 
abroad. 


Novemaer 25. 195% 


We Hear 


Three hours after the news of the 
new world water speed record had 
reached this country, a 15-second 
TY advertisement by the makers of 
Mobiloil and Mobil announced 
that their products been used 
in “Bluebird.” 

+ - * 


An uptodate survey showing 
seating capacity, number of per- 
formances and advertising rates for 
cinemas in Belgium has been com 
piled by OFADI, the equivalem of 
the Audit Bureau of Circulations in 
Belgium, the Chambre Syndicale 
Belge de la Publicite Cinemato- 
graphique and the Belgian Union of 
Advertisers. 

. . * 

“Love in a Mist” will be produced 
by the dramatic section of the Oyez 
Club on Monday at the Cripple- 
gate Theatre. 


Kemp party 


The Kemp's group of publishing 
companies held a staff dinner and 
dance at the Aldwych Brasserie last 
Saturday. 

- os 


Penzance Corporation publicity 
committee is contemplating an in- 
crease in advertisement rates for its 
official guide to meet “ever-increas 
ing costs of production.” 

- * * 

Colin Turner (London) Ltd. are 
relinquishing the British representa- 
tion of the Guiana Graphic and 
Sunday Graphic of Georgetown, 
British Guiana, at the end of the 
year. They will continue to repre- 
sent the Daily and Sunday Argosy. 
and the Daily Sunday 
Chronicle of Georgetown. 

* * * 

Next year’s National Pharmacy 
Exhibition will be held at Victoria 
Halls, Bloomsbury, September 10-13 

* * - 


F. H. Radford Lid. is to conduct 
a national PR campaign for Hair 
ind Beauty Week, March 10 to 17 


* * * 

Changes of address: “Adver- 
tiser’s Weekly,” and associated 
publications under Pub- 
lications Ltd. Shaw Publishing 


Co. Ltd., Trade Chronicles Ltd. 
Burke’s Peerage Ltd. Royal Air 
Force Review Ltd. including 
“Advertiser's Annual,” “Business, 
“Commercial Television News,” 
“Furnishing World,” “Office 
Equipment News,” “Office Equip- 
ment Trader,” “Personnel Manage- 
Industrial Equipment,” 
) Air Force Flying Re- 
view,” “Woodworking Industry,” 
“Commercial Television Year Book 
and Directory,” “Directory of Office 
Equipment and Appliances,” “Fur- 
nishing Trades Encyclopaedia & 
Directory,” “Paper Makers’ & Mer- 
chants’ Directory of All Nations,” 
and “Personnel Year Book & 
Directory,” to Mercury House, 109- 
119 Waterloo Road, London, S.E.1 
(Waterloo 3388), from Monday 
(City office remains 180 Fleet Street, 

E.C.4); Condé Nast 
Ltd. (advertisement department) to 
74a -Regent Street, W.1 (from 
December 10); Kingham Advertis- 
Ltd. to 14 Great Chapel 
Associates 


offi xy Circus 
ment ices) to 
Ave. W.1 (editorial offices) to 49 
Wimpole St., W.1. 
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stand at the 


The Gas Council's 
Building Exhibition. 


Building show stands are aimed 
at the man in the street 


INQUIRY INTO DUBLIN PRICE INCREASES 


IRISH PAPERS ‘UNABLE TO 
CHALLENGE INVADERS’ 


References to current reports in Dublin that the “Sunday Express” 
Irish edition will shortly be printed on the “Evening Mail” plant 
and to a rumour that the “Express” is likely to acquire the “Mail” 
property were made at an inquiry held by the Prices Advisory 
Board in Dublin into the recent increases in price of the “Irish 


Independent” and 
newspapers. 

The Express was not mentioned 
by name during the inquiry, but 
it is common knowledge in 
Dublin that negotiations have 


By Our Exhibitions Correspondent 


A very high standard of stand design, imaginative exhibits, and the 
fact that many exhibitors’ displays are designed to appeal to the 
layman as well as the expert, are the keynotes of this year’s Building 
Exhibition which opened at Olympia on Wednesday of last week. 


A large-scale working model 
of Soho as it might appear in the 
year a.D. 2000, designed by a 
committee of architects and en- 
gineers convened by Pilkington 
Bros. Ltd. attracts a great deal of 
attention. It is brought to life by 
a sotto voce commentary, and 
complete day and night cycle of 
24 hours squeezed into four 
minutes. 

The exhibit of Fibreglass Ltd. 
is well-designed and a number of 
practical displays clearly demon- 
strate the industrial and domestic 
uses of the material. 

A miniature plating installa- 
tion shown at work on the stand 
of the Tin Research Institute pro- 
duces tin-nickel electroplate on 
souvenir thimbles, 


The theme of the Gas Coun 
cil’s stand is the nation-wide uses 
of gas and coke in modern hous- 
ing development, in auxiliary 
social services and in commercial 
welfare schemes. There are also 
many things on the stand to catch 
the eye of housewives 

An old house often has charm, 
and sometimes tradition and his- 
torical associations. But it may 
have none of the comforts and 
amenities which are to be found 
in modern houses 

How these can be achieved at 
a fraction of the cost of a new 
house is the theme of the EDA 
exhibit. Detailed plans show the 
layout of property both before 
and after conversion and 
modernisation. 


This is the stand of the Electrical Development Association at Olympia 


Scheme for sponsored variety 


Sponsored variety shows 
throughout the country are 
being planned by John Sharman- 
Walker, formerly TV executive 
with Osborne-Peacock Co. Ltd., 
and Nevin D. Hirst (Advertising) 
Ltd., and now an advertising con- 
sultant, who hopes to launch 
them shortly. 

Each show wil] stay at one 
theatre for one week. While 
there, the artistes will be as- 
sembled before Mr. Sharman- 
Walker's film production unit to 
make half-hour programmes 


which will be sold to contractors 
in this country and to other 
interests overseas. 

Commercials for the adver 
tisers backing the show will be 
inserted. The TV programme 
contractors, claims Mr. Sharman 
Walker, are interested in the idea 

Negotiations are now at an 
advanced stage with leading ad- 
vertisers, among them J. Lyons 
& Co. Ltd., but rates have not 
yet been fixed. 

The first show is planned for 
the Midlands early next year. 


“Irish Press” and 


their associated Sunday 
bee ’ e2ress 
John Dunne, director and man- 
age independent Newspapers 
Lid iid (hat a matter of grave 
anxie the two Dublin offices 
publishing Sunday newspapers 
was t vigorous circulation 
drive English Sunday news- 
papers 
Some 435,000 of these were 
distrib ! through Dublin each 
week-¢ and, to bring the com- 
peti tic a head some were 
negotia for printing portions 


at leas f the issues in Dublin 
each Saturday night. 


Irish publishers, he continued 


could compete with these 
English pub lications in the matte: 
of xpenditure The Dublin 
charg advertisements, for 
exampic, was 4Ss. per inch, as 
compared with the rates in 
Eng Sunday newspapers which 
ranged n £8 to £25 per single 
columa ‘och. These papers had 
also ised their prices—the 
16-pag 4d. and the 12-page 
te Vd 
‘Mail’ ‘opposition 

Th ury was ordered by the 
Irish Minister for Industry and 
Commerce, Mr. William Norton, 
following an increase of Id. in 
price of the two Dublin mornings 
ind tw ‘venings 

The price increase was opposed 
by the Lower Prices Council, the 
Irish Housewives’ Association 
ind the Irish Trade Union Con 
gress, and by the Evening Mail, 


which did not raise its price in 
September. The Prices Advisory 
Board will submit its report to 
the Government 

For the Evening Mail, it was 
stated that they feared the extra 
profits made from the increase on 
the mornings would be used to 
subsidise the evenings to compete 
unfairly with the Mail. 


‘In great danger’ 


Mr. Dunne said he wanted to 
stress that Irish Sunday news- 
papers were in “a state of great 
danger” because of the orts 
being made by British papers to 
capture Irish circulation. They 
were in a position to offer four 
times as much as Irish news 
papers for editorial features for 
their Irish editions. 

Richard McGonigal, senior 
counsel for the Evening Mail, 
suggested there should be no sub- 
sidising of evening papers by 
morning papers. Dublin, London 
and Glasgow were the only cities 
where there were three evening 


papers. 


ADVERTISER'S WEEKLY 


Club News 


London 
New section 
of club 


A new section of the Publicity 
Club of London's activities is to be 
started under the titl of “Shop 
Talks Session.” The first session of 
the new section will follow the club's 
meeting at the Waldorf on Monday, 
and will be held at the Aldwych 
Club at 8 p.m 

Idea of the section is to enable 
members to have the opportunity of 
meeting in smaller groups for talks 
and discussions on specific adver 
ising problems 

First speaker will be John Ould 
of John Ould Lid., who will discuss 
‘British Advertising in North 
America.” 


Clasgow 
J. T. Jack elected 
vice-president 
James T. Jack, formerly secretary 
of the Publicity Club of Glasgow, 
has been elected as the club's vice- 
president. He replace I Allan 
McLundie who is leaving Glasgow 


to take up an appointment in 
Bristol 


Leeds 


£100,,000 campaign 

In a talk to the Publicity Club 
of Leeds, J. A. A. Leach, public 
relations officer to the White Pish 
Authority told members that 
£100,000 a year was being spent on 
advertising and public relations for 
white fish 


AD MAN'S 


DIARY 
Saterday, ‘November 16 
ipa Intermediate one-day course, 44 


Belgrave Square, SW i 
Moaday, November 28 
PUBLICITY CLUB OF NDON meeting 
Sidney Butterworth or Burma to 
Brighton." Waldor! Hotel 


6pm 
NEWSVENDORS BENEVOLENT AND 
PROVIDENT INSTITUTION festival 
dinner Connaught Rooms 6.” 
p.m 
Tuesday, November 29 
REGENT ADVERTISING CLUB lecture 
Dan Ingman on Radio Advertis- 
ing.” 630 Om 
SELF-SERVICE DEVELOPMENT ASSO- 
CIATION mecting, W. S. H. Betts on 
Collapsible Tubes in the Self 


Service Store.’ British Institute of 
Management, * Hill Street, London, 
wi 7 pm 

Wednesday, November 

REOENT ADVERTISING CLUB women's 
interest evening 

SOUTHAMPTON PUBLICITY CUB interest 


visit to Sir Joseph Causton & Sons 
Led., Eastleigh 
(NOOR PORATED ADVERTISING Man 


AGERS” ASSOCIATION meeting oe! 
Oliver on “Overseas Publicity—Both 
Ways Waldorf Hotel 

ADVERTISING CLUB OF OXPORD meet 
ing Humphrey F Chiton on 
Commercial Television.” Clty 
Resteurent, 4 Cornmarket Street, 


6% pm 

Thursday, 

RRADFORD ruBsLICITY assoc ation 
dinner and dance 

Friday, 


PUBLICITY CLUS OF GLASGOW buncheos 
meeting. Speaker Harold Leslie 
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RIPLEY * PRESTON 


AND COMPANY LIMITED 


LONDON 
BIRMINGHAM 


PUMPS LIMITED 


To reach the engineers 
in all branches 

of food 

manufacture 


FOOD MANUFACTURE 


Stratford House, 
Eden Street, London, N.W.! 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


t | YHE specialised monthly 
journal dealing with all 
| eiwil engineering in which 
| earth-moving and earth- 
moving equipment are in- 
volved open-cast coal and 
iron hydro-electric 
| developments, land re- 
| ¢lamation, harbours and 
| docks, coast defence works, 
river widening, canal con- 
struction, etc. 


| MUCK SHIFTER 


ore, 


and Public Works Digest | 
is another publication of the | 


CHANICAL GROUP 


CORROSION TECHNOLOGY 
MANUFACTURING CHEMIST 
| FIBRES (NATURAL AND SYNTHETIC) 
| PAINT MANUPACTURE 
WORLD CROPS — ATOMICS 
FOOD MANUPACTURE 
POTTERY AND GLASS 
BUILDING MATERIALS 
MUCK SHIFTER 
PeRTROLEU™M 
CHEMICAL AND PRO« Bes 
ENGINERRING 


{ll published at 
| Stratford House, 
| Eden St., London, N.W.1 


Specimen copies on request 
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Heavy advertising in the spring 
for Strads and Silhouette 


Heavy advertising is to be carried 
out in the spring for Strads slacks 


and Silhouette corsetry. Both pro- 
ducts are R. S. Caplin Ltd. accounts. 


The campaign for Strads will be 
the largest ever undertaken, and will 


commence in March using large 
spaces in national dailies and 
London evenings. Among these 


spaces are 13 in. by 5 col. insertions 
y 


in the Daily Express and Daily 
Mail. 
Corsets Silhouette Lid. will be 


using varied media in a concentrated 
drive throughout the British Isles 
to launch a new garment. 


The promotion will be using 13 in. 
by 5 col. insertions in the Daily 
Express and Daily Mail, large spaces 
in the Sunday Observer and the 
Sunday Times as well as half-pages 
in Woman, Woman's Own and large 
spaces in London evenings and the 
trade press, 


Birds Instant Whip 


in four flavours 


Birds Instant Whip is now avail- 
able in four flavours, and is to be 
publicised in large spaces in the 
national dailies. Agents Young & 
Rubicam Ltd. have booked spaces 
in the Daily Express, Daily Herald 
Daily Mail, Daily Mirror, Dail) 
Sketch News Chronicle and 
Woman's Weekly to announce the 
new range. 


pote 


BTHA campaign 


starts in January 


The British Travel and Holidays 
Association's co-operative advertis- 
ing campaign designed to extend the 
holiday season and nc rage 
more people to . holidays in 
Britain will be launched January. 

Space has been booked ynal 
newspapers and illustrated weeklies 
Advertisements w npt se the 
value of taking a holiday away from 
home 

The BTHA is co-op g with 
British Railways, Brit I pean 
Airways, and a nun iside 
resorts in the campaier nd has the 
full support of the N Ireland 
Scottish and Welsh | Boards 

In 1957 the BTHA ng to 
run a campaigr suonal 
lines. Agents are Colman, Prentis 


& Varley Ltd. 
New ad character 
Morrell & ( Lid are 
spaces in pr i 
throughout the country Morr 
canned and dried p ind fruit 
and vegetables 


John 
using 


The first of a series of new car- 
toon characters to b i ed in 
Morrell advertising Mr. P. Pod 
who appears in adv t for 
this a Tra [ adver 
tisin to retailers is b 1 to 
advise them about 


Agents are Charles Vernon rs Co. 
Ltd. 


PTUUVEMDER 2, FI 


boost 


for Remington 


“This Christmas the gift word is 
Remington” is the theme of a 
number of large-space advertise- 
ments which are being used in 
Remington's largest-ever drive for 
their shaver 

A half-page in the Daily Express, 
13 in. by § col. spaces in the Daily 
Mail, 11 in triples and other large 
spaces in national dailies and Sun- 
days and magazines make up the 
press schedule. In addition filmlets 
are to be shown throughout the 
country and peak-viewing time has 
been taken on commercial TV 

The advertisements, which feature 
the whole range of Remington 
shavers, are being backed by exten- 
sive direct mail to dealers. Agents 
are G. Street & Co., Ltd. 


Christmas 


Big new drive for 
Sunbeam products 


Powerful advertising is planned to 


boost the sales of Sunbeam electric 
appliances in the  pre-Christmas 
period. A half-page in the Dail) 
Express, three pages in colour in 
Good Housekeeping, colour pages 
in Picture Post, Ideal Home, 
Woman, Housewife and House 


Beautiful, together with large spaces 
in national daily and Sunday papers 
and the London evenings, are all to 
be used. 

The trade has been distributed 
with a broadsheet which on the 
reverse side reproduces the Daily 
Express half-page. Full details of 
the scheme and the products to be 
advertised are also given, as well as 
a picture of a typical, dressed and 
illustrated retailer's window, to assist 
retailers in their choice of promotion 
and window display. Agents are 
Scott-Turner & Associates Ltd. 


CURRENT A 


DVERTISING A 


T A GLANCE 


Accounts 


BASS GROUP OF COMPANIES 
for Masius & Fergusson Ltd 

OSMOND & SONS LTD. manu 
facturing chemists of veterinary 
products; VIVUS PRODUCTS, 
horticultural and agricultural 


manufacturing chemists for Hol- 
man Advertising Ltd 

SPEED TOOLS LTD. manufac 
turers of Toggle clamping cquip- 
ment, for Nigel Rainbow & Part 
ners Lid 

BARKERS & LEE SMITH LTD. 


animal feeding stuffs manufac- 
turers, provincial press and direct 


mail campaign; B. CANNON & 
CO., LTD. trade and provincial 
press campaign; THE STRAW- 


SON CHEMICAL CO. LTD. 
manufacturers of insecticides 
iccounts for ay & Tibben 
ham (Norwich) Lid 

COX ATMOS PRODUCTS LTD. 


trade press campaign; MAX 
GATE LTD. brassware and fancy 
goods manufacturers, trade press 
campaign, accounts for Sand- 
brook, Metcalf & Co. Ltd 
SWAIN GROUP .OF COM- 


PANIES, national and provincial 
press PANDA FOOTWEAR 
CO. LTD. from January ! 
national and provincial press and 

women's magazines ; BUR. 
BERRY LTD. accounts for 
Leggect Nicholson & Partners Lid 


Campaigns 


BEECHAM FOODS LTD. 


national magazines and 


using 
trade 


press for 
os impaign 


Quosh pre nas 
(Dorland Ad ising 
td.) 

REMINGTON SHAVERS, 
half-page in Daily Ex i 
in th D Mai 

in n oi da 

magazir omiml 


using 
¥ 


by 5 col. space 
large spaces 
and Sundays 
cial TV, filmlets and direct mai 
(G. Street & Co., Lid.) 

JOHN MORRELL & CO., LTD. 
using provincial papers for Morre!! 
canned and dried peas and fru 
and vegetables. (Charlies Verne 


& Co., Ltd.) 

SMITH & NEPHEW LTD.. 
national dailies and Sund 
women’s magazines and trad 
press for Blue Velvet hand loti 
by Nivea (Clifford Blox! 
Partners Ltd.) 

CEREBOS LTD., 


using commer 


TV for Paxo stuffing. (Alfred 
Pemberton Lid 

BRITISH HYDROLOGIC Al 
CORPORATION using 
journals - cover ng bottling, brew 
ing. food, dairy, and catering 


dustnes a 1956. for wid 
: 


range of indi — S rgent 


(ALTA Advertis sing 
SHEFFIELD WIRE ROPE co. 
LTD., using trade and technica! 


journals (AT.A 
Lid.) 
ACCUREX EXPANDING 
WATCHBANDS, sponsored by 
Accurist Watches Lid using 
national daihes and om tvs 
(Everetts Advertisir 
REVELATION MATE HED LL S 
GAGE, using weekly and month! 
class magazines for Christmas 


Advertising 


82 


campaign. (Everetts Advertising 
td.) 

BULPITT & SONS LTD.. using 
commercial TV in addition to 


press campaign, for Swan Brand 


aluminium hollowware and elec- 
trical appliances. (Murray-Watson 
Lid.) 


OSBAND BROTHERS LTD., using 
large spaces in national dailies, in- 
cluding 13 in. by 5 col. insertions 
in Daily Express and Daily Mail, 
and London evenings for Strads 
slacks. (R. S. Caplin Ltd.) 

CORSETS SILHOUETTE LTD. 
using 13 in. by S$ col. spaces in 
Daily Express and Daily Mail 
spaces in Sunday Observer, Sun- 
day Times, half-pages in Woman 

Own, spaces in 


and Woman's 
London evenings, Irish, Scottish 
(R. S. Caplin 


and trade papers 
Lid.) 
M. LEAVEY & SONS LTD., using 


trade journals for Leawear 
clothes. (Gee Advertising Ltd.) 
BIRDS INSTANT WHIP, using 


national dailies to introduce new 
flavours (Young & Rubicam 


Ltd.) 

MAPLES & CO., LTD., using new 
bus-side poster. (Roles & Parker 
Lid.) 

SUNBEAM ELECTRIC LTD. 
using national dailies and Sun- 
days, women and general interest 
magazines and London evenings 
(Scott-Turner & Associates Ltd.) 

BRITISH TRAVEL AND HOLL 
DAYS ASSOCIATION using 
national press and magazines for 
1956 campaign. (Colman. Prentis 
& Varley Lid) 
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People can’t buy it if it isn't there! 


Although it is our business to produce and place advertisements 
that make people want your product, you'll find we don’t only 
mind our own business. Before we will willingly sit down to 
write persuasive appeals on your behalf we shall want to know 
nearly all your business. Your distribution, for instance and 
your competitors; your output; your price structure and many 
more things together with their reasons-why 


§. C. PEACOCK LIMITED incorporated Practitioners in Advertising 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1. REGent 108) 
ALSO Al + BIRMINGHAM ~- LIVERPOOL - MANCHESTER AND CHAPMANS ADVERTISING LIMITED, HALIFAX 
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ind when we've got the 

whole story’? My word! THEN 
we'll make people sit up 

and take notice! We'll write 
advertisements to make people 
WANT your product. IT HAD 
BETTER BE THERE ON THE SHEL! 
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a a na ' ' = ¢ tf G- >  ae . 
=, 5 - - ; ies i. 
re °,4 a8 ah Seen) | ele 
} be . ' re “ 4 my »* . j 
‘ «’ ._—_”” ¥ { ' Aa i — 2 P i le » ’ ; 
6-— ' ee 7 t ie So a , ~ YY 
GS . Ji i ae 449 -_- “ j Pie YF +3 ine > fl 
. ’ wd 4 ne i : . tz =—- 
i * 22 ss eh od . 2 . gale 
$i. ' = " ; ad ng » . = ie 2 is san an © 
a = ‘ae - + 3 
il. te a ae he 
. road = any _~ Wwe e + , 
_ < * ere ww a :- $a oan as : ee 
_ <= . a ie sae - ; f yr o mn * . . 5 c ba 
+ ) aE HE a J é % . Th, 2 2 
. } . on = ' 4 . : < ty 24 
33 , 4 \\ Sa 
_—— a f — : = it 4 .7 ‘ _ 
’ 4 a4 4 , ‘ “e 7 f ’ ¥, b at = ; \ t % 4 +r a 7 
| peuii ta ‘ oS Bas \ }) 7 ee 
a | 4 5 woe a. ee! me’, 
‘3 x ' Re of 5 . c ~< te “ ue J 4 
’ — | sso), | Gee (7 | (oll 
1 a aes | Bs. .. ee ee 
—O aa £7 —— 5 He oe, = 
hag a jee ey | = oe. il , ae ae - 4 
_ ‘ * —- fu Ss on  o- 
"1 a ee eo 
: o , [ . , ot . ea i hy fa, . ® h . ‘ é ot ¥ 
; ’ < . , a +: —_ - ae + veg a2 a Bs ; 
7 4 ee. PCF | 7 ‘ , 
74 2) ; ge oe ae is | ie 
——_ ee =< soot 2 eee ; 
: ’ 5 - : 
sat 
RY, Wy. « 
Pe an %S 
“a *§ | i 
SS 
a eee a 


ADVERTISER'S WEEKLY 


. . . . 7 . . . . . 
The trade is healthy— 
healthy and hungry, too. Yarns, 


machines, boxes, office 


bh 


services 


Type 
Identification 
Chart 


ne 2 8s «© @¢ @ @ 
Devised by F. Parkinson and 

R. Parsons. A very useful gadger 
for typographers, printers, 
publishers and advertising 
production men which presents 

a completely new method of 
identifying type faces. Easy to 
use, it will save much of the time 
chat is wasted in thumbing 
through type specimen books 


7s. 6d. net 


PITMAN 


Porker St., Kingsway, WC2 


AN UNUSUAL 
OPPORTUNITY 


Half-page weekly in THE 
LINEN TRADE CIRCULAR 
Solus position, weekly or fort- 
nightly throughout 1956. 


Details from 


THE LINEN TRADE CIRCULAR 


2, Marcus Ward Street, Belfast 


b cnowCARD iS 4 
Beostens"\ 


Counsell pe 
SILK SCREEN ARTS Lt 


97 SHIRLEY ROAD. CROYOON 
AOOIiIScoOmeBeEe Bi4a?-8 


41GMEST GRADE 
LEAN © SHARP 
Att \ manta 


Bi 


SPEEDY SiRwict 
Q ERPRESS & 
Fiivier 


a 
of every kind figure on the 
trade's imposing diet list. To 
reach the hosiery manufacturer 
there is one trul 
economical iu 


BRITISH HOSIERY — : 


effective, 
m—the 


JOURNAL 


Official journal of the British Hosiery Manu- 
facturgrs’ Assn., |, Horsefair St., 
Telephone Lercester 20904. Rote-cord 


Levcester 
on 


SHOW CARDS or CHARACTER 


FOR NATIONAL ADVERTISER 


s 


SHOWCARD CO. LTD. 
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VICTORIA HOUSE MARSHALL MILLS | 
LONDON w.c.i LEEDS 1: 
PHONE CHANCERY 2216 PHONE 2/732 


can you reach 
telephone? 


Ld 


for HIGH CL 


ASS 
SILK SCREEN PRINTING 


GENERAL ARTWORK 
Still life, line, wash. 
SCRAPERBOARD 

Advertising Layouts, etc. 

You CAN get a speedy 
service LOCALLY. 

STUDIO 23, NORTH HILL 

] COLCHESTER, ESSEX 

Telephone : 6396 

we ee ee ee ee 


WARNES 


DIRECT MAIL SERVICE 
London's speediest Mailing Service. 
IN TODAY—OUT TOMORROW 


@ Continued from page 3. 
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Lord Kemsley explains 
group developments 


the Daily Dispatch, with a circu- 
lation approaching half-a-million 
and a long tradition of enterprise 
and service behind it, cannot at 
the present time or in the fore- 
seeable future be produced save 
at a substantial loss.” 

The domestic merger of the 
Sunday Chronicle with the 
Empire News will strengthen, 
claimed Lord Kemsley, the 
Empire News, “which has been 
making remarkable progress in 
recent years.” 

Looking to the Kemsley future, 
in the light of present economic 
trends in the industry, he fore- 
cast that the measures which had 
been taken would strengthen the 


position of the group in both the 
national and p ncial spheres, 
and consolidate its earning capa- 
city 
Agents’ response 
The merger of the Empire 
News and the Sunday Chronicle 


has received a very favourable 


response from ivertisers and 
| agents, E. W re lirector 
of Developmen: Kemsley 
Newspapers Ltd, claims 

Among national advertisers 
@ Continued from px 3 


} 


AA’S ANNUAL 
DINNER 


| duality about British advertising, 
and we did not borrow trom any 
one else, even in our techniques 
Even the newest medium here 


E..J. GRANGER Ltd. 


87 BELMONT PARK RD. LEYTON EiO 


was not the same as anywhere 


| else 


But whatever the message, the 


media, or the method, advertis- 
ing had still to fight sales re- 
sistance. 

“We should not forget to im- 
press on people who do not 
know much about advertising, its 
merits as a means of distribu 
tion,” Lord Luke added 

Lord Mackintosh, who him 
self bestowed the Mackintosh 
Medal on Mr Moore for 
“personal and public service on 
behalf of advertising,” said that 
the committee that made the 


award represented every side of 
British advertising, and they 
were unanimous in their choice 
of a recipient 

Congratulating the Associa 
tion on appointing Lord Luke, he 
prophesied that he would make 
a splendid president. 


PADDINGTON 
ADVERTISING 


COMPANY 


37 SPRING STREET W.2. 


who have changed from the 
Sunday Chronicle at £8 sci to the 
new paper at £16 10s. sci are 
Hudnut, Power Petrol, Mobiloil, 
and Eastwood's company meet 
ings. Others transferred include 
Newmark Watches, Lassie, and 
Kit-e-Kat. 

C. B. Livingstone, who is re- 
maining managing director of the 
Scottish Daily Record and Even- 
ing News Ltd., recently taken 
over by the Mirror Group, has 
resigned from the board of 
Kemsley Newspapers Ltd. 


2 b 
‘Chronicle 
.* * * . 
initiative 

“Substantial negotiations” in- 
volving thousands of pounds of 
advertising revenue were under 
discussion within 24 hours of the 
News Chronicle's taking over the 
Daily Dispatch, W. Memory, 
News Chronicle advertisement 
director, this week told Apver- 
TISER'S WEEKLY. 

News of the merger was 
warmly received in advertising 
circles, he claimed, as the com- 
plete cessation of the Daily Dis- 
patch would have meant the loss 
of a direct approach to an im- 
portant market in a highly indus- 
trialised, densely populated area. 

One immediate problem was a 
page of classified advertisements 
carried by the Daily Dispatch. 
This was taken over and sold on 
Monday by A. Wilkie, News 
Chronicle Northern advertisement 
manager, in eight hours. 

The News Chronicle launched 
a full-scale publicity campaign in 
Manchester to announce the 
development Every available 
hoarding, from quad crowns to 
48-sheets, was booked 12 hours 
before any of the opposition even 
made application, it is claimed. 


Filmlets used 


Through Theatre Publicity, 
the News Chronicle obtained a 
monopoly of 250 cinemas in the 
area. Every available bus site 
was taken, and double-crown bills 
were used postage-stamp fashion 
on poster sites advertising a 
£1,000 racing competition and 
various writers. New publicity 
material was put in hand to be 
posted on Monday. 

Michael Curtis, editor of the 
News Chronicle, said this week 
“The News Chronicle, which was 
the innocent victim of so many 
depressing rumours during the 
newspaper strike, revealed an 
initiative and speed of action this 
week which have left its com- 
petitors standing. It certainly 
killed any suspicion that this 
110-year-old Liberal paper was 
becoming stiff at its managerial 
joints.” 
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Change of Address 
of 
EesSiINESS PUBLICATIONS LTb.. 


and associated companies 


ADVERTISER'S WEEKLY 


28th November 1955 


to MERCURY HOUSE, 109 119 WATERLOO RD., S.E.I. 


et 
« 
~~ 


180 FLEET ST “ACK, 127 CORNWALL ROAD 
LONDONE C4 LONDON SE! 


Telephone Tel: WATERLOO 388 
LIWATERLOO 3388 


3100-119 WATERLOO ROAD) 
LONDON SEI / 
i: WATERLOO 3388 


STRAND 


ASSOCIATED COMPANIES 
Business Publications Limited . Shaw 
Publishing Company Limited . Trade 
Chronicles Limited . Burke’s Peerage 
Limited . The Royal Air Force Review 
Limited ° Weatherwear Publications PUBLISH 
Limited . The City Limited . Digest 
Publishers Limited . Fetter Publications 


. . . . 
Limited Show's Efficcency Devices Syeterm Desk Diories 


PLEASE NOTE THE NEW ADDRESS 
MERCURY HOUSE, 109/119 WATERLOO RD., S.£.1. 


TELEPHONE WATerloe 3368 (20 Lines) CITY OFFICE, 180 FLEET SY., £.c. 
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ASSOCIATED PUBLICATIONS 5 
Advertiser's Weekly Bus ness Commercial Televiwon News Furmahing 
World Mice Equipment News Office Equiprnent Trader Persenne Morw ger . 
aon & dustrial Equipment : Royal Air Force Flying Review | Woodworking 
baduatry : Adwartianr’s fh o! : Commercial Television Yeor Book + Directory of 
Directories, Annuals & Reference Books Directory of Office Lauipment & App 7 
snces |= Furrush H Trodes Encyctopoedia & Directory : Marketung Survey of the 7 
Unuted Kingdorr sper Moters’ & Merchants ectory of All Netrors Persen a 
nei Teor Boot & Directory § Weodworking industry Directory Burke's Disuin 
shed families Burke's Lended Gentry Burke's Londed Gertry of ireland 
-- s Peerage, Boronetage & Knightage : international Yeor Boot & Stotesmen's 
Wh. we Author «4 +o ter's Who's Whe : Whe's Whe in the free Churches 
“w wv Mus 
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: APPOINTMENTS VACANT 


CASTROL 
Oil Company 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 64. per lime, 40s. per display panel inch. 
PRITCHARD WOOD 


APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. All other 
need an 


ASSISTANT 


Minimum, 5 lines. 

charge, one line plus is. covering postage, etc. Series rates on application: all 

advertisements under seven insertions MUST BE PREPAID. Address ** Advertiser's 
Weekly,’ 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant : 


has immediate vacancy at : ** The engagement of persons answering these advertisements must 


. “th he made through a Local Office of the Ministry of Labour or a Scheduled Employment 

their Head Office in Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59% inclusive 

London for a_ technical unless be or she, - the employment, is exceoted from the provisions of the SPAC E-BUYER 
writer, aged between 25 Se ee ee ee. 

and 40, of proved jour- 


We are looking for a young 
nalistic ability, with some 


HOLDENS HAVE VACANCIES FOR 


man who has had at least 2 

technical education and a ] TYFOORAPHER who has had thorough training and at least years in the Media Dept. of 

keen interest in engineerin a lew years agency experience, who is precise and accurate and 

His duties will io af g who can set and maintain a consistent style an Advertising Agency and 

tee : A Her 2. AN pm ey apne ff depo CTION MANAGER. A young who wants to widen his ex- 
ce writing o technica man who has spent a few years in a production department and 

books on lubrication and who is now ready to broaden his experience, particularly of perience on National and 
slated i. he print large Technical Accounts. If 

& ai engineering tk c } SHORTHAND TYPIST who has worked in a media depart- he has already done some 

preparation of popular ment. She would be required to type schedules and handle a y 


feature articles on motor- variety of detail work as a stepping stone to becoming 


1 media space-buying in the National 
: assistant Press so much the better 
ing and allied subjects Applications by letter only (stating age, experience, salary required) Pp full : 
Write, stating age, qualifi- to aoane weise Cemy stating age 
. ; Personnel Director and salary re d H.C 
ations, experienc a : Sa y yeree we wee ee 
yenen permacs §=and A. N. Holden & Co. Ltd., Caffin 
salary required to the 94, Mount Street, W.1. ‘ 
Publicity Manager, 
BRIGHT, Nee age a GIRL re- | ADVERTISEMENT CANVASSER  re- F. C. PRITCHARD WOOD 
yuired as Junior in Publicity Depart- quired fc mor engineering 
C. C. Wakefield & Co. Ltd. coms ae iacee Weer Laas ee, a i ee & PARTNERS LTD. 
: ring company Good opportunity experience and salary required. t 
46 Grosvenor Street, London, W.! se8n iiiaity eadh. Wale, eben Box 2461 Ad. Weekly 140 Fleet St ECA 25, SAVILE ROW, W.!. 
tails of education and experience 


AN EXPERIENCED 
MA 


PRODUCTION 
S required ¢ London's 


WINDOW DRESSER Box 2464 Ad. Weekly 180 Fleet St EC4 


required for arg sencies f"nene \ a ae 
Grocotts of Shrewsbury Must be | oes corner 7. inaction and abilits SEC RETARY-ASSISTANT wanted for 
well experienced in fashion, accessor ADVERTISEMENT REPRESENTA- handle nationa — press interesting editorial publicity work 
and general household displays. Write TIVE for Southern England required =es eusentis F Lar First-rate shorthand-typist able 
details of experience. aye and salar by leading engineering journal pub- incheon vouche ram answer letters on own initiative, and 
required to Central Display Manager lished in London Good sales record scheme in operatior Write. giving to write short editorials (women's 
Hide & Co... Ltd., 62 Green Street and agency contacts essential Write fetails of age, exper : esters interests) in crisp good = English 
London, W.1 Box 2443 Ad. Weekly 180 Pleet St EC4 required, to . Write, giving details of experience, age 
Box 2459 Ad. Week 180 Fleet St EC4 and present salary, to 


Box 2457 Ad. Weekly 180 Fleet St EC4 


Old established monthly tech- 
nical publication requires addi- 


LIVE REP. 


y pica with good connections 
S zx R E E T S SPACE SALESMAN REQUIRED FOR 
Great scope for enthusiastic 


EXPANDING 
STUDIO... 


Salary and commission 
commensurate with experience. 


Box 2453 
Advertiser's Weekly 180 Fleet St EC4 


young man with experience. 

Salary, commission and expenses 
Letters only in first instance to 
Advertisement Director, 
John Trundell & Partners 
Limited, Temple Chambers, 
Temple Ave., London, E.C.4. 


need another 


° MARKETING AND RESEARCH. ARTISTS. Splendid opening for first 
Advertising Agency needs young man class designers and layout men ir 
as assistant to its Market & Re Central London Studio Technica 
search Manager Self-confidence and press and general advertising matter 
some experience in market researct with a great variety of subjects Re 
(preterably with an age esse al touching and lettering artists also re 
Write, giving details of age. educa quired. Congenial working conditions 
experience and salary required highest wages 
€ Box 2458 Ad. Weekly 180 Ficet St EC4 Box 2462 Ad. Weekly 180 Fieet St EC4 


WHY WORK IN 
LONDON ?... 


Excellent 


A good all round 
AGENCY MAN 


is required by the Derby Office of 
McConnell & Co 
Ability to produce layouts to client 
Mark 
your letter, which should state ex- 


Write, explaining why you think you 


should have the job (no specimens) to prospects 


first-class men 


CREATIVE DIRECTOR 
G. STREET & CO LTD 


await two 
interested in 
pleasant working conditions, 5 


(Advertising) Ltd 
day week and pension scheme 


We have vacancies for 
IDEAS / LAYOUT MAN 


submission standard essential 


Bassishaw House, Basinghall Street, EC2 


LETTERING / RETOUCHING ARTIST 
Write to Art Director 
JOUGHIN ADVERTISING LTD. 
73 High Street, Chelmsford, Essex 


perience, age and salary required, ‘For 
the personal attention of the Resident 
" McConnell & Co. (Adver- 
tising) Led., 24, The Strand, Derby 


Director 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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GOYA HAVE 
TWO VACANCIES 
IN THEIR STUDIO 


1. An assistant to the Studio 
Manager. The successful appli- 
cant will be required primarily to 
work on the design of displays 
for a wide range of products in 
the cosmetic and perfumery 
market. It is also necessary that 
applicants should have experience 
the installation of displays 


» 


2. An experienced female artist, 
who will be required to work on 
the design of packaging ‘and 
display 

Applications to the Studio Mana- 
ger, Goya Ltd., Badminton Court, 
Amersham, Bucks, giving full 
details of age, experience, includ- 
ing a small selection of recent 
work, and salary required 


PRODUCTION DEPARTMENT, Wes: 
nd Agency, needs man with first- 
class knowledge of blocks and type- 


setting Must be able to work 
without supervision on very busy 
group of accounts Write, stating 


experience and salary, to 
Box 2399 Ad. Weekly 180 Fleet St BC4 


FASHION ARTIST wit! practical 
experience it jiums required by 
London Studi ay week This 


4 for learners 


‘ { 4 vacane 
Box 2460 Ad. Weekly 180 Fleet St EC4 
JUNIOR with 


previous agency exper- 
ence having completed National 
Service, required for executive group 


expanding agen Write 


Box 2448 Ad. Weekly 180 Fleet St EC4 


DESIGNER 


Young Man (not over 27 years) 
required as first assistant in Pub- 
licity Department of group of 
companies engaged on building 
and civil engineering, manufac- 
ture of clay, concrete and joinery 
products and the marketing of 
bulk handling equipment 

Applicants must be able to 
design press advertising schemes, 
literature on a wide variety of 
products and activities in building 
and allhed trades and execute 
artwork to a high standard \ 
good art background, sound 
agency experience, a knowledge 
of typography and production 
are essential 

This new post in a recently 
established publicity department 
with a first-class studio and work- 
ing conditions offers considerable 
scope to a versatile young man 
with tmitiative and energy 

The selected applicant, who will 
be required to reside in York, will 
be offered a permanent post with 
good staff conditions, progressive 
salary, annual bonus and par- 
ucipation in the company's pen- 
sion and life ,assurance schemes 
Assistance with accommodation 
will be provided if circumstances 
warrant 

Specimens of work should not 
be enclosed with initial applica- 
tions which should be submitted 
in confidence, stating age, details 
of experience to date and some 
indication of commencing salary 
required to 

Managing Director, 
F. SHEPHERD & SON LTD., 
Building & Civil Engineering 


Contractors, 
Bilve Bridge Lane, 
YORK. 


Rs 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ARTHUR KNIGHT 


TECHNICAL 


and 


TOP FLIGHT ARTIST 


required for London Studio 


Top salaries offered to right men 


Box 2500 
Advertiser's Weekly 180 Fieet Street EC4 


Co. Ltd. 
24 GILBERT ST., W.1 


Urgently need 


2 MORE 
ARTISTS 


1. Layout and Ideas 
2. General Artist: 


good lettering essential. 
Pleasant, quiet studio 5-day 


week, write or phone MAY 
9376—to Art Director. 


RETOUCHER 


Write 


A VACANCY occurs with « large firm 
of manufacturing 


Rubber Co. Ltd., 
Melksham, Wilts. 

Duties include distributor corre- 

spondence, production of press 

and print and liaison with Export 


Division. Write to Publicity 
Manager with full details and 
salary required 


LARGE Technical Periodical Publishers 


have vacancies for young ladies with 
good shorthand-typing speeds and 
experience of advertising make-up 
Excellent prospects high wages 


Apply 
Box 2349 Ad. Weekly 180 Fleet St BC4 


Leading pharmaceutical manufac- 
turers require an additional 


WRITER 


(male) 


in their London office, able to pre- 
pare copy and advertising cam- 
paigns directed to the veterinary, 
medical and allied professions in 
this country and overseas. Appli- 
cants should enjoy clear English 
prose and be able to write it to 
order; should have read widely to 
satisfy an omnivorous curiosity ; 
should be abie to put broad prin- 
ciples into practice in sometimes 
tedious detail; and should enjoy 
solving a continually changing 
diversity of problems Agency 
experience or a knowledge of 
medicine or pharmacy is not 
necessarily an advantage. Appli- 
cants should have completed their 
period of National Service and 
probably should possess a Univer- 
sity degree. Apply giving age and 
full details of educational back- 
ground and previous experience, 
if any, to 


Box 2461 
Advertiser's Weekly 180 Fleet St EC4 


chemist m outer 
vans London for a well-educated man of 

ACCOUNTS CLERK (mate) exper WANT TO SPREAD YOUR WINGS woman, aged 25-30 vears The suc 
enced, wanted by established London Art \ idenly free. able to cessful applicant will write sak pro 
advertising agency Age 25-40 Pre _ at its newest and mouona! liter ature for medical 
vious agency experience an advantage t and another and veterinary and pharmaceutica pro 

but not essential Five-day week lf so a medium-size Jucts A qualification in p ’ 
State experience, age and salary Ag »”” is ready to meet would be an advantage I sl 
Box 2447 Ad. Weekly 180 Fleet St BC4 are also quick with literature is availat as a ! 4 
all-r mm visual to finished reference and ever cp and a 
r agement will be given b and 
EXPORT ADVERTISING | weekly 190 Pls ca | peobony Sal” foe wok wil cpp 
to a man or worma { wea and 

OFFICE SUPERVISOR = required to imagination App! tie writ 

ASSISTANT pondence, staff ay ing. giving details of age fication 

. Harwood Press est and experience, to P 
required by vire Box 2437 Ad. Weekly 180 Fleet Si BC4 
The Avon Ind 


Large Group of 
National Newspapers 
requires a first-class 


COPYWRITER 


Only 
who really enjoy writing 


those fully competent 
creative copy need apply 
Please give age and experience 
The Managing Director will 
deal with applications person- 
ally in strictest confidence. 
Address your letter to M.D. 


Box 2456 
Advertiser's Weekly 180 Fleet Street EC4, 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


A YOUNG LADY 


with some production 
experience, required as 
assistant to Production 
Department of agency 
situated in S. Kensington. 
Please write, giving ful! 
details of previous ex- 
perience and stating salary 
required, to :— 
D. M. R., 
18 Thurloe Place, S.W.7 


WANTED, young man with a know- 
ledge of Outdoor Advertising, to 
special poster sites in the West End of 
London Apply to John Higsz 
Regent Premier Sites Lid . 59 Sha!tes- 
bury Avenue, London, l 


WORKS 
PRODUCTION MANAGER 


for Exhibition & Display Com- 
pany (London) must be first class 
man with full knowledge of trade 
and disciplinarian, salary £750 
p.a., plus bonus scheme. VVrice 
giving full particulars of past 
experience, etc. : 


Box 2455 
Advertiser's Weekly 180 Fleet St EC4 


BOY (OR GIRL) LEAVING SCHOO! 
required by Lillywhites for Advertis 


and = Mailing goon Lunch 
vouchers for sta canteen App 
Staff Manager, Lillywhites Lid. Pi- 
cadilly Circus, SWi. WHI 318! 


| CATALOGUE 
. red 


| 
| 
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CLASSIFIED ADVERTISEMENTS | 


Situations Vacant : ** The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 


enless be or she, of 


~N 


the employment, is excepted from the provisions of 
, ae of V Pape oe 


1952.”" 


TELEVISION 


Production Assistant/Secretary 
required by Television Pro- 
duction Company. Initiative, 
enthusiasm and 100% accuracy 
required together with excel- 
lent shorthand/typing. 


Box 2047 
Advertiser's Weekly 180 Fleet St EC4 


SENIOR 
PRODUCTION VACANCY 


Age 30-35 with at 
years’ experience in 
* Production.” 
assuming responsibility and 
with the ability to control 
others. Knowledge of “ print ” 
desirable. Good working 
conditions. 5-day week. Write 
giving full details of experience 
and salary required to 

The Secretary, 

Armstrong-Warden Lid., 

69 New Oxford Street, W.C.1. 


least 5 
agency 
Capable of 


PRODUCTION MAN 

for Publicity Department of 
West London firm of Electrical 
Instrument and Instrumentation and 
( r Equipment Manufacturers 
Work will consist of editing and pro- 
) ng Catalogues, instruction books, 
price sts, etc Good knowledge of 
production and printing pro- 


es required together with ability 
write good English Previous 
perience essential Write, giving 
of qualifications, experience 


end salary required, to 
Hox 2480 Ad. Weekly 180 Fleet St EC4 


PECHNICAL ARTIST, Retoucher, 
Let r 5 top-grade men wanted 
N t ance London studio (not 


ffers well paid posts 
Box 2463 Ad. Weekly 180 Fleet St EC4 


creative ability. 


overseas allowances. 


ART DIRECTOR 


for 
J. Walter Thompson Company 
in Belgium 


We require an experienced 
He should have a _ special 
interest in typography and print. He would be 
appointed Art Director in charge of various 
accounts, and be expected to play a leading role 
in the administration of the art department. 


Salary about £2,000 per annum plus special 
The appointment is a 
permanent one, but we are prepared to discuss 
the assignment on the basis of 2 years. 


Written applications, which will be treated in 
confidence, should be made to the Personnel 
Secretary at J. Walter Thompson Company, 
40 Berkeley Square. Interviews will be initially 
arranged in London, with the object of arranging 
a visit to our office in Antwerp. 


man with real 


WE WANT AN ADVERTISEMENT 


REPRESENTATIVE 5-3 for 
our mont | ip wot 
necessarily the ge type but 
one working ntel- 
ligently Salar week plus 
commission Tt man can 
make this a four-f t thin 18 
months. Send rs experi- 
ence, etc in t 

Box 2478 Ad. Week St EC4 
West of England Rexistered 
Practitioners in Advertising 


FULLY EXPERIENCED 
ADVERTISING MAN 


to supervise and manage 
medium-sized expar z busi- 
ness under working Director 
Apply 

Box 2473 


Advertiser's Weekly 180 Fleet St EC4 


TY PRODUCTION MANAGER re 


quired by expanding f T 
mercials, etc On experienced 
men need apply S tails 
experience qualifi present 
salary, etc. (in strict fence to 
Box 2475 Ad. Week S) Fleet St EC4 

ARTIST required ec small 
studio attached to a blockmakers, a 
great opportunity rt a man with 
sound knowledge of ne tone and 
colour for repr J t p 
the department. Full de 


Box 2479 Ad. Weekly 18 


N.S.W. require 


an experienced 
VOUCHER CLERK 


This position is open to 
applicants of either sex and 
any age group. “Experienced” 
is the operative word. 
Bright and pleasant working 
conditions—Five day week 
Usual holidays with extra 
week after three years’ service. 
Applications to Secretary, 
Napper, Stinton, Woolley Ltd., 
14/19 Great Chapel Street, 
London, W.1 


WANTED 
LETTERING 
ARTIST 


with Studio or Agency ex- 
perience. Ideal prospects and 
working conditions await the 
right man. Please write for an 
appointment to:— 


STUDIO MANAGER 
ALFRED BATES & SON LTD., 
130 FLEET STREET, E.C.4. 


GRANADA TY NETWORK LTD. 
invite applications for Graphic 
Designers for their TV Centre in 
Manchester. Candidates must have a 
wide knowledge of type faces and 
photographic processes The posts 
will demand creative work of a high 
standard and ability to manage a 
small staff Apply, sending examples 
of work and full details of experience 
and qualifications, to: Guy Notting- 
ham, Granada TV Network Ltd., 36 
Golden Square, London, W.1 


The Fleet 


Illustrating Service 
REQUIRE AN EXPERIENCED 


TYPOGRAPHER 


with imagination and judgment 
in selection and use of types for 
Press Advertisements, Brochures 
and Display Material ; and able 
to prepare correct and speedy 
mark-ups. 

Good Salary. 5-day week. 
Apply: 

Studio Manager, The Fleet 
Ilustrating Service Ltd., 


10, Argyll St.,Oxford Cir.W.1 


CONSCIENTIOUS PERSON with book- 
keeping experience and aptitude to 
handle space schedules, etc., in small 
West End Agency 
Box 2477 Ad. Weekly 180 Fleet St EC4 


EVERETTS 


require 


2 or 3 good 
layout Artists 
Men who take 

pride in presentation 
of good slick roughs 
and have 
a strong sense 


of typography 


Write or phone: 


The Studio Secretary, 
Everetts Advertising Ltd., 
10 Hertford Street, W.1 


GRO 3477 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS. 
po hw aaa | Crpemnaty te 


| AMBITIOUS YOUNG MAN 


| required for Publicity Department of aheut 25 
MARKET RESEAR E T } arge est London firm of Electrical with some agency experience to 
Instrument anc | 

CH EXECU WE TECHNICAL ILLUSTRATOR 1 | casrument. and Instrumentation and | | | join and grow with an expanding 
aged about 30. Agency ex- th~.4.—..., A _ 
perience fv the eseaumet ‘ required immediately for the Work will comprise helping to prepare Fleet Street Agency. Primarily, 
field will be an A age publicity studio's staff of | | ao may a books gatalogues orem the work will be concerned with 
wan aig ve: . ane vlads Kelvin & Hughes Ltd. Excellent | | | Wide technical knowledge denrable, media, space buying and allied 
g “ omics and/or statis- working conditions and Prospects. particularly of electrical equipment activities, but opportunities exist 
tics is desirable, but not Apply without delay by "phoning | | | Evidence of writing ability will be for the right man to develop his 
essential. Please apply with full YTONSTONE 5226/7 asking required talents. 5-day week. Commencin 
details to for Mr. W. R. Hobbs, M.S.LA., | | | Write. giving decails of qualifications, £10.0.0. W — 

Box 2403 who will then arrange an appoint- | | | “*Perience ane ar to: salary 0.0. rite : 
x Box 
Advertiser's Weekly 180 Fleet St EC4 ame Advertiser's Weekly 180 Fleece St EC4 Box 2471 
vertiser's ee ’ 
J £1,000 PER ANNUM offered to experi- PRODUCTION MAN able to produce | Advertiser's Weekly 180 Fleet St €C4 
enced Woman Press and Public Rela- literatur seh all stages, good pro- 
. . . . tions Officer possessing initiative, gressive po Specifile, 81, Black- REPRESENTATIVE for { d 
hi - | - z or ecature adver 
gee ~ ann meg energy, integrity Full support of friars Roa SE 1. Waterloo $913 tising, for fashions, cosmetics and 


efficient organisation and exceptionally 
jeasant working conditions assured 


and with agencies, required 


. allied trades in exclusive general 
ew, strictly specialised industrial 


. ‘ 2 6 export Society publications. Commis. 
pean BO mage Bo rite very fully, experience, age, | Exhibition sion and expenses. Write 
Consnalesion ‘and ages background, ambitions, to Box 2429 Ad. Weekly 180 Pieet St EC4 
eee, Woe eee 7 Box 2489 Ad. Weekly 180 Fleet St EC4 . 


Box 2428 Ad. Weekly 180 Fleet St EC4 


Designer /Draughtsman COPYWRITERS wanted for Fleet Street 


. Agency handling national and tech 
ARE YOU A GOOD ARTIST? | | OUR SPACE SALESMEN EARN | | no nical accounts. Excellent prospects 
® | | for permanen: position by Milor Display Write fully stating experience, salary 
if you can produce roughs in | Service. Replies only from fully age, etc., to Managing Director 
modern style, do a certain amount % | experience eo. KIL. 0131. Box 2495 Ad. Weekly 180 Fleer Sit BC4 
of design and complete finished CLERK /TYPIS : , 
drawings for reproduction, there Graham Scott (Publishers) Led., | | mem — ere . as ST seqves = ote 
is a good job for you with. 3 trl See require son department o oung & ubicam 
£ 122, Wardour Street, W./. by Adv Director of monthly preferably with experience of produc 
POINTEL DESIGN COMPANY Phone: GERrard 2437 | journa ihc ate tion department work, Phone. HYD 
4 \ Veekly ) ‘ 
Telephone REL 3075 an lost 
YOUNG MAN for Layout and Design, | 
YOUNG LADY required for interesting with working typographical knowledge, | 
and responsible job in advertisement wanted for busy export studio — } 
, 4 - are ‘ . « . " vious agency experience essentia 
f departme ff a small group of tech A 3 : 
nical publications. Applicant suum te _Box 2449 Ad. Weekly 180 Fleet St BC4 TH REE 
able to type and to deal with queries LIVE YOUNG MAN wanted for busy 
on the telephene Five-day week, production department of Fleet Street 
luncheon vouchers Write stating agency Knowledge of mechanical PROGRESSIVE 
expervence, age and salary required production and copy detail Write 
to Box 150 c/o Barker & Howard full particulars and salary required, to 
Lid., 79 Fenchurch Street, E.C.3 Box 2493 Ad. Weekly 180 Fleet St EC4 MEN 


An exceptional opportunity wanted 
for an ambitious young : 
| ount Executive 


ADVER T ISING MAN A young able man with personality. A man who loves 


advertising and makes it his hobby os well as his business 
but above all a man who understands BUSINESS and 
an talk convincingly and knowledgeably about marketing 


to join the advertising department 


. . eod merchandising as well as all aspects of advertising 
of one of the leading Companies We want this man at our London offices to start carly in 
in the cosmetic and toiletry field 1956 to help us progress still further in the year ahead 

What the job offers: 2. Account Executive . . 
: ogressi : We want another similar type of man to join our NORWICH 
pe wong gg ive work on major associates. He will have to watch over and develop a number 
" eg , of smallish accounts, and enjoy travelling and meeting 
pele yllree Folly mye ony Be woe vo Shng most concerns selling to the agricultural community 
A high commencing salary assessed on ex , rience ’ . . . 
and achievements so far. ™ : ie opywriter-visualiser o« 
A stimulating atmosphere and the co-operation } At our London offices we want a capable copy man to work 
of a keen team of colleagues. on a large number of accounts of great variety. The men 
The stability and certainties of a well-established we want will be keen and enthusiastic, forceful and direct 
business ; the scope of a widely expanding He will be a fast worker and possess the urge to improve aod 
business, and bright prospects for a real career. wah co i ina 
What we want: Join our Teams and ADD your talent 
ig Frank, explicit ——— (which will be treated, to the Tibbenham Touch. 
of course, in the strictest confidence) from men 
from, say, 26 to 32 years of age, who have put in Wits to— Ben, A. TRAE, 


some useful years as executive assistants either TIBBENHAM PUBLICITY Ltd. 
in advertising agencies or advertising departments, INCORPORATED PRACTITIONERS IN 
preferably agencies, and are now ready to move ADVERTISING, 
Up to bigger sesponsibaities. 244 High Holborn, London, W.C.1. 

Box 2454 
Advertiser's Weekly 180 Fleet Street EC4 


J 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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NoveMBER 25, 1955 


CLASSIFIED ADVERTISEMENTS 


GEE want a 
TOP GOPYWRITER 


who will rise to 
COPY CHIEF 


We visualise this person as being 
somewhere around the 30 40 age group: 
to have had a sound background of 
good-quality agency experience on national 
accounts and to have a liking for work 
on women’s interest consumer goods. 
He will join us initially as 
Senior Copywriter and, having proved himself, 
will be promoted. to Copy Chief. 
Applications should be marked “Confidential” 
(and will be treated as such) 
and should be addressed to :- 
F COULSON 
GEE ADVERTISING LTD 
Welford Rd. and Cariton St., Leicester 


(also at Leeds, Manchester, and London.) 


N.B.—The appointment will be made to commence as early as 
possible in the New Year, but for a date which will least incon- 


venience the successful applicant's present employers. 


APPOINTMENTS VACANT 


Situations Vacant : 


“ The engagement of persons answering these advertisements must 


be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 


unless be or she, or the employment 


is excepted from the orovisions of the 


Notification of Vacancies Order 1952."" 


ADVERTISEMENT REPRESENTATIVE 


required in London for two motoring 
magazines (one ABC) Salary, com- 
mission and expenses according to 
ability. Write Advertisement Manager 
GOOD MOTORING, 12, St. james’s 
Place, London, S.WV.!, or telephone for 
appointment—Grosvenor 82) 


YOUNG ARTIST 


Wanted by newly-formed branch of large 
irish Agency. Must be capable of producing 
high-quality finished artwork for a variety 
of accounts. Good opportunity for man 


20-25, with agency experience Reply 
enclosing specimens and stating salary 
required 


O'KENNEDY-BRINOLEY (CORK 


AER LINGUS BUILDING, CORK 


GRANADA TV NETWORK = require 
Fxecutive Y 


ale Vacancies ' 
London Manchester Agency 
account executiv f sa promouon 
advertising xper r jesirable 
Responsible for b sting tome sales 
planning, prese g and advertising on 
he use m 4 r x 
smail group of w 4 
ms envisaged. ca pecialis- 
e related f fields 
Remuneration mrt surate with 
status and responshilit nvolved 
W rite Alex A > and Adver 
tesing Director. ¢ ja TV Network 
Ltd., % Golden Square, I jon, W.1 


STUDIO LORAYNE LTD 
First-class Lettering Artist 
required immediately 
Ring GER 7934 
23 GOLDEN SQUARE, WI 


A PRODUCTION MAN red 
medium-sized IPA I Agenc 
This is an opport n well 
educated young ay with al 
round experience t and 
media to ev F 
ion Director W 
ence, age and sala 
Box 2458 Ad. W St EC4 

YOUNG LADY 
A dvertiseme Departr Fleet 
Street Trade Jour kK xe f 
production and ping 
Box 2505 Ad. Weekly | I t St EC4 

Gestetner Limited 

require an ad a 
(mate) m their Art artme for 
preparation of tech ‘ irawings 
Five day week ante und «=Welfare 
facilities. Telephone . TOTtenham 1050 
for appointment or cal! « specimens of 
work —Personne!l Department, Broad 
Lane, Tettenham, N.i7 

CLERK. Intelligec plus good hand 
writing essentia bE aperience not 
necessary W rite ta re age and 
salary required. to Kemps. 299 rays 
Inn Road. WC 1 

ARTIST required t sch up Os 
(pin-ups) 


Box 2503 Ad. Weekly 180 Fleet St EC4 
GOOD ALL ROUND ARTIST required 

for studio Salary £750 per num 

Write, giving details 

Box 2502 Ad. Weekly 180 Fieex St EC4 


LEADING PUBLIC RELATIONS 
ORGANISATION wants energetic 
executive (preferably sound Press 
background) « work with out-ot- 
London client under pleasant condi 
tions Interesting jot experienced 
colleagues g00d = prospects Write 


immediately in full to 
Box 2506 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


TOP EXECUTIVE 


39-year-old Senior Company Executive. 
high personal qualities TOP-ieve! 
experience Sales, Advertising, Pub- 
licity, Marketing, contemplates change 
after 10 years to even more pro- 
gressive organisation in London area 
Box 2474 
Advertiser's Weekly 180 Fleet Sc EC4 


TURNER-—EXPERIENCED ONLY IN 
LEFT-HAND THREADED SCREWS. 


f you put in that sort of ad. I don't 


want to hear from you, you'd be a 
bore to work with Any engineer can 
turn left-hand threaded screws; as a 
matter of fact I can In advertising 


and selling. experience is what you 
want—the wider the better Take me 
for instance—several of my designs 
have been in the Designers’ Year 
Book I've had photos in Vogue. 
Selling I've sold £500 a week of 
woollen goods over the counter 
trained right through a large retail 
store group and been general man 
ager of a small one: worked in an 
agency: been an advertising manager 
with a £60,000 annual budget I'm 
an encyclopaedia of who makes what 
where, how quickly. and for how 
much I know a lot about films 

even had a letter recently from the 
union suggesting I be put up as a 
member Education Public Schoo 
and University Age Thirty-seven 
If vou are in fashion, cosmetics, or a 
utilitarian mass produced article that 
sells to women, and are looking for 
someone with really wide experience 
who knows the women’s market from 
advertising, promoting, selling, retail 
I'd like to come and see you 

Box 2492 Ad. Weekly 180 Fleet St EC4 


SOUTH AFRICAN, 27. with S$! vears 
newspaper (advertising and editorial 
experience seeks permanent posit 


with magazine or newspaper Pre 
pared hard work if prospects § are 
sound 


Box 2450 Ad. Weekly 180 Fleet Si: EC4 


VISUALISER/LAYOUT 
ARTIST 
(TECHNICAL) TOP FLIGHT 


required immediately for 
the publicity studio’s staff 
of Kelvin & Hughes Ltd 
Excellent working condi- 
tions and prospects. 

Apply without delay by 
‘phoning LEYTONSTONE 
$226/7 asking for Mr. W. R. 
Hobbs, M.S.1L.A., who will 
then arrange an appoint- 
ment. 


AUDREY BARRINGTON 


another victim of “ Reorgani- 
sation” now offers her services 
Good contacts Fashion and 
Beauty Advertisers, and 
Principal Agencies. 


Box 2491 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


Visual Aid Chart Makers 


Two Artists with some years’ ex- 
perience in the production of two and 
three-dimensional statistical charts 
seek positions with progressive 


company. 
Box 2439 
Advertiser's Weekly 180 Fleet St EC4 


RE roU he HER. Young 


ecxapenence 


lady 
wisiecs 


W age 


with & 
conunue 


traiming approximately 


2498 Ad. Weekly 
* HAND-PICKED ° 
avaiable 
Wigmore St 


YOUNG MAN, 


180 Fleet St EC4 
SECRETARIES 
The Wigmore Agency. 67 
W.1. HUNter 9951/2/3 
early 30's, experienced 
Asst. Advert. Manager and Manager 
Nat. Advertisers, seeks change, London 
Box 2415 Ad. Weekly 180 Fleet St BC4 
\ PART-TIME COPYWRITER, 


might be the answer 


fast 
to your 
Weekly 180 Fleet 


S BC4 


Agency print buyer handling 


£80,000 p.a. 


seeks similar post or possibly Asst. Ad. 
Manager. Present salary £1,000 p.a. 
Age 29. Write 


Box 2499 
Advertiser's Weekly 180 Fleet St EC4 


PROCESS ENGRAVING. 
Represent requires 
chable process engravers 


Box 2486 Ad. Weekly 180 Fleet St BC4 
EMBRYO COPYWRITER, 24. slight 


experience, seeks London post 
Box 2485 Ad. Weekly 180 Fleet St EC4 


QUIS? Senior Account Executive, 42 
Hons. Grad. Oxford, war-time naval 
officer, experienced national consumer 
and technical (electronic) advertising. 
publicity and P.R. plus first-hand 
knowledge finance, commerce, ship- 
ping and allied matters—high and low 
jevel——acquired in several years’ over- 
seas merchanting (speciality Asiatic 
markets) Incidentally, author and 
bro First<lass copy, ideas 
Gilt-edged references Valuable con- 
nections Thoroughly presentable 
£2,000 plus and prospects 
Box 2501 Ad. Weekly 180 Fleet St BC4 


Experienced 


ative position with 


adcaster 


WELL-KNOWN 
FIGURE ARTIST 
CONTEMPLATING CHANGE 


Box 2494 
Advertiser's Weekly 180 Fleet St EC4 


| Box 2465 Ad 


CAPABLE ADVERTISING WOMAN 
secks responsible post as Personal 
Assistant to Account Executive or 
could specialise as space buyer. Com- 
petent secretary Cheerful, practical, 
adaptabie 
Box 2504 Ad. Weekly 180 Pieet & BC4 

A SUCCESSFUL ADVERTISEMENT 
REPRESENTATIVE secks change of 
mployment in order to better his 
prospects Has thorough knowledge 
of technical and trade representation 
but sreer embracing eencral adver- 
tring would be equally acceptahic 
Would quire salary and commission 
equal to £1,500 a year. Write. Peers. 
Johnson, 2 Heath Close. N.W.11 

ADVERTISING MANAG ER, at present 

hairdressing 4 secks similar 
n Lond Age 37 Has 

vy. reliability and initiative 

2470 Ad. Weekly 180 Fleet St BC4 


RESEARCH /ADVERTISING 


Executive with wide grasp of adver- 
tising and market research seeks post 
in Agency or manufacturing concern 
London or Provinces. Free end of year. 
Salary range £1,500 pa 


Box 2490 
Advertiser's Weekly 180 Fleet St EC4 


Cheer up ! 
experience and on-the-spot 
all-rounder 


largest companies 


of admen or virile organization—at 
lilting melodies as All-Media Cam 
ideas and Rough Layouts, Radio, 
and Public Relations 


sample the complete symphony! 


ANY EARS FOR A MUTED TRUMPET? 


I've come here to blow my own trumpet (for a change}—not to bury it 
if | don't nobody else will—they're too busy blowing cheir own! 

But mine is a muted trumpet and maybe you'll find some noves that will strike 
a familiar chord—maybe the very chord you thought you'd never find 
You con find it with a widely cravellied adman of fourteen years’ 
knowledge of 
ex international agency Copywriter 
and Deputy Manager and Advertising Manager and P.R.O. of one of the world's 
Now senior executive with large advertising organization 
| am seeking an opportunity very near the summit with a progressive band 
home or 
ign Planning 
lim and Television Scripts 


Perhaps you can use a few bars from my repertoire—or maybe you'd care to 
The title 
Symphony ""—Part | in B natural and che rest 
Vil bring my music to prove | can blow my trumper 
with benefit to you—at che right booking fee of course 
the fact that our tastes in good music of this kind are somewhat similar—and 
in any case | can show you my previous box office receipts.) 
Hf this announcement be music to your ears—wherever you are Maestro—just 
give me the downbeat—YOU can have the applause 
Box 2452 
Advertiser's Weekly 180 Fleet Street London BC4 


; because 


many 


export 
Semor 


markets. Genuine 
Account Executive 


abroad—-who appreciate such 
Top Level Contact, Copy, 


House Organs 


by the way « 
n B sharp 

with confidence—and 
(But naturally | accept 


“ Know-how 


Write 


A YOUNG EXECUTIVE, fully 
versant with all phases of production 
printing selling and management. 
with experience of marketing condi- 
tions in UK U.S.A., Canada and 
Australia, secks a position where his 
drive, initiative, and adaptability will 
be recognised. Write 

Weekly 180 Fleet St BC4 


con 


BUSINESS OPPORTUNITIES 


PARTNER. Advertising and Printing 
Consultant seeks active partner to 
participate with him in further develop- 
ing established expanding business. A 
first-class opportunity in this interest- 

¢ and remunerative ficld. One third 
share fl. SOO 
7 Ad 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality lack-and-White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


Weekly 180 FPieet St BC4 


OPPORTUNITY 
Salesman with 
to acquire business 
assured profits 
Box 2484 Ad. Weekly 180 Fleet St EC4 

VITREOUS ENAMELLED ADVERTIS- 
ING PLATES required Steady flow 
of orders averaging 200 per month 
Write 
Box 2376 Ad 


for Advertising Space 
capital £600-£ 700 
with medium and 


Weekly 180 Fleet St BC4 


SALES AND WANTS 


SECOND-HAND Model 2 


Linotype 
with A.C. Motor for sale. 1 Magazine 
and | Fount of 5} point matrices 
Can be seen running any day Monday 
to Thursday As space is needed, no 
reasonable offer refused Apply 
Guardian Office, Cleckheaton 


PRINTERS 


26,000 WOMEN WAITING. or sm 
seems to those who entrust al! of their 
mailing collating, peckaging enc 
handwork of any description § i 
Messrs F.C. Newman & Co. 439 
Batterses Park Rosed. SW. Batter 
sea 7274 


FREE LANCE SERVICES 


FOR ALL LARGE-SCALE ARTWORK 
please telephone Burns, Potters Bar 
con 


PART-TIME. 


creativ 


Wanted, general artist, 

ibility to work with package 

designer 

Box 2483 Ad Weekly 180 Pleet St BC4 

LETTERING ARTIST for Watch Dials. 
Home work by post Swisseo, 123 
Clerkenwell Road, E.C.1 


FIRST CLASS and slick 
Board trations with 
Box 2446 Ad 

SPEEDY 


typing 


Dup 


TV 
ideas 
Weekly 180 Fleet St BC4 
AND ACCURATE Copy- 
Schedules, Seripts, Stencils and 
Phone: FLA 7607 
DESIC NER, freelance 
onsultant to one or two 
* of high quality produc 


Story 


PACKAGE 
avatiat 
manuf 
tions 


Box 245) Ad Weekly 180 Pieet St BC4 


First-Class 
MAP DRAWER 


required 
REGULAR WORK 
Box 2472 
Advertiser's Weekly 180 Fleet St EC4 


AUTHOR (Mechanical 
Published works on 
4 power transmission 
MOS. technical manuals 
can articles brochures, 
and finorial Complete 
reproduction pro- 
econome, discus- 
‘igation 


Weekly 180 Pleet St BC4 
—— 


TECHNICAL 


for at 
Rapid end 
ut of 


2469 Ad 


typography and 


— 46% Ad. we kly 


180 Fleet St BC4 


FREE-LANCE 
ARTISTS 


specialising in 


FIGURE & ILLUSTRATION 


for advertising 
contact 


THE TUDOR ART AGENCY 
|, Furnival St., E.C.4 
HOL. 884! 


FREE-LANCE 


SPACE SALESMEN 


required by well established journal 
circulating in the United Kingdom 
motor trade. Enquiries will be treated 
in confidence and should be from keen 
men who have contacts with National 
and Trade Advertisers, or confidence in 
their ability co establish connections in 
that sphere. Commission basis 


Box 2424 
Advertiser's Weekly 180 Fleet St EC4 


FREE-LANCE TEAM—-Goneral 
ing. Layout and Typography 
priority studio service to agency 
area. “Phone: HUNTER 9985 
OFFICE FACILITIES AVAILABLE for 
a first-class Layout Man with Typo- 
graphical abilities wishing to work on 
a freelance basis Must be prepared 
to give a guaranteed proportion of bis 
time in return for services and accom- 
modation afforded 
Box 2147 Ad. Weekly 180 Fieet Si BC4 


MISCELLANEOUS 


throughout Britain 
No fee unless results Grilegal (Pu 
1919). 80 Leeds Road. Bradford. | 
WOULD ANY SMALL AGENCY 
add about £2,000 p.m. wo 
billings. No work required 
Box 2466 Ad. Weekly 180 Fleet Si EC4 
ABOUT 10,000 FARMERS NAMES on 
addressograph plates for sale Any 
one imterested # 


pp! 
Box 2467 Ad. Weekly 180 Fleet St EC 4 


ACCOMMODATION 


FLEET STREET and 
BOUVERIE STREET 


A compact corner building emimentiy 
suitable as London Branch Offices for 
Provincial Newspapers and Publications 
Well lighted floors containing toral 
area of about 1,100 sa. ft Lease 7 
ears to run; rent £1,000 per annum 
urchase of fittings by agreement 
Apply Gooch & tafl, Chartered 
Surveyors, 3-4, okea Viewer, €.c.2. 
(Metropolitan 


like 
thew 


CHARING X. 
accommodation Own room 
studio Suit advertixing man 
wmilar Inclusive, light, heat 
ing. ‘phone, 50s _ 
Box 2481 Ad. Weekly 


Comfortable office 
or share 
artest 


clean- 


180 Fleet St C4 


COURSES 


1.0.8. 
DOES IT AGAIN! 


In the May 1955 A.A. Exams. 
two LCS. Students were 
awarded Twenty Guineas on 
tying for second place in 
Division “D”™ 


Other LCS. Swocesses were »- 


Two good passes in Division ‘1’ 
Second place in Division “C"’ 
Three good passes in Division "BR" 
Three good passes in Division’ A’’ 
Twenty-two per coat of all successes 
were gained by LC.S.-Trained men. 
Year efter year our students ure 
ominently in the A.A. Success lists. 
us prepare YOU for « pass! 
We coach all A.A. ALP A. Candidates 
until successful. Specialised training 
Commercial § Art, 


aso svellable in 
Sign Writing, Poster Design and Let- 
terme 


Write fi boot . 
t ee fess ope 6 A 


SCHOOLS, Internations! Buildings, 


Kingeway, London, W.C2 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


Advertiser's 
Jory Weekly 


NEWSPAPER 


November 25, 1955 


S. a copy 
52/6 a year 
Post free 
55/- (overseas) 


See a eee 


the happy union 


‘NEWS CHRONICLE’ 


welcomes 


500,000 readers 


The ‘News Chronicle’ enterprise in preserving a great 
Lancashire tradition has been warmly acclaimed by 
advertisers, their agencies and members of the public in all 
walks of life and all parts of the country. 

Many of the prominent journalists of the ‘Daily Dispatch’ 
have joined the ‘News Chronicle’ editorial staff in 
Manchester, and many of the features of the ‘Daily Dispatch’ 
are being retained. Thus the new readers of the 
“News Chronicle’ are finding that their old favourites 
continue to live in its pages. 

This means that to its many friends in advertising the 
“News Chronicle’ is now offering a far wider coverage 


particularly in the important North West market. 


NEWS CHRONICLE 


Published by the —— a BL SINESS PUBLICATIONS Lid., at their office at 180 Fleet Street, London, ECs. 


STOP PRESS 


New scheme for 
filmed TV spots 


mercial TV spots between to-day 


Edwards; “Glas F ge bene 

Ldw 3“ sgow Eve ews” 

London advertisement 

Cc. P. Hannigan Geunete tents leaies 

advertisement manager “Daily Dis- 

| pew Bh “Glasgow Evening News” 
advertisement representa- 

tives: G. B. Orr and B. J. Sullivan: 

“Sunday Mail” London advertise- 


day Mail” —— vertisement 


advertisement representative, “Sun- 
day Sun,” Newcastle; S. S. K. 
Baker becomes London advertise- 


Circulation of “Financial Times” 
is now higher than ever before—a 
met sale average of over 80,000 a 


14.7 per cent over 1953-4. 


"(Phone Chancery e844) 


November 25, 1955. Printed in Englanl by St ‘Clements Press Ltd, Portugal St.. Kingsway, London, W.C2 
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Both TV programme contractors 
amnounce that agencies are to be 
asked to provide only two 35-mm. 
: copies of filmed commercials, in- 
% Sond ot ens of 16 eum, and one of 
se mm. This arrangement applies 
x immediately to Associated-Rediffu- 
se sion Lid. and with effect from 
a Saturday, December 10, to Asso- 
a ee ee 
2 Lucozade have booked five 
F = = <n 
#3 pe Following London staff appoint- 
ate ments announced by Scottish Daily 
= Record & Evening News Ltd. :— 
“ “Daily Record” London advertise- 
id ment manager: J. P. Clayton: 
: “Daily Record” London advertise- 
: 
a 
¥ ment manager : H. Richards 
" (formerly London advertisement 
oe: manager, “Sheffield Star”); “Sun- 
oa Following a in Kems- 
_ ley Newspapers Ltd. newspaper 
a advertisement staff changes in the 
i group are: J. E. Hodgson continues 
a as advertisement manager, “Sunday 
Be, Sun,” Newcastle, pending new 
igi appointment with Kemsley in 1956: 
man A. J. S. Chamberlain appointed 
Aa Londen advertisement a 
; “Star,” Sheffield: F. N. wa 
ear becomes London advertisement 
mat manager, “Evening Express” and 
ma “Weekly Journal,” Aberdeen; G. J. 
i Studd, London advertisement man- 
Pst ager, “ Western Mail,” will also be 
3 London advertisement manager. 
4 “Cardiff and South Wales Times” ; 
S F. E. Peck becomes London adver- 
tisement representative, “Sunday 
i Sun,” Newcastle; Guy Voyce 
becomes London advertisement 
- representative, “Evening Express” 
q a i aieeiiaibieinasiatienianiah 
a ment representative, “Sheffield Tele- 
F graph”: John L. Callway shortly 
=: becomes assistant to W. J. Finch, 
Sa - - ne senior advertisement representative. 
: [| focenh* 
a Pe 
+s day—claims annual report for year 
ae ending June M. Advertisement 
ie revenue for year showed increase of 
i Pe 
(¢ i ae ein aS ee ee a Oe ee RS eae a : 7 a ee a : a 


